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ABSTBACT 

Designed as a 6- to 9-week unit of instruction at the 
middle or junior high school level., this course offering r^jpresents a 
segment of a comprehensive course in orientation to vocational 
occupations. (When this comprehensive course is completed, a student 
may enroll in one or more qt the three elective courses in 
di^jtribut ive education providing an opportunity to explore in greater 
depth career opportunities in retailing, marketing service 
indus"criGs» and wholesaling — each of which has its own similar 
curriculum* guide) . The offering covered by this curriculum guide is 
intended to make tjie student aware of the broad field of marketin-g 
activitirs and the careers available to him within the various 
businesses, industries, and agencies. The^ guide is divided into two 
sections: The Teacher's Guide and Student Materials. The ten units in 
the Teacher's Guide ar*? (1) Making It In Marketing, (2) Marketing 
Pesearch a:iid Information, (3) Standardization and Grading, (4) Buying 
Materixils, Machinery, Manpower, (5) Personal Selling and Promotion, 
(6) Storav V' of Merchandise, (7) Transportation of Products and 
People, Financing Marketing Activities, (9) Risks Involved in 

'Marketinv : (10) Hanageaert Decisions and Policies. Each unit, 
includes competency statements, performance. objectives, concepts 
developed, suggested equipment, recommended materials, consumable 
supplies, special resources, pre- and post-test evaluation 
instruments-- with keys, group and individual learning activities, and 
special media. The Student Materials section is composed of (1) 
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»'v'tlvc' ;\^;lJ^-J t.-i-.-.^V, 

'r\'-^0'' 1.:- ul.:f kt't n'ij (''jr;':V:; 

••^v ' ^ ..•:'■.•.! f -.pi.!:..!! ..!.:; i .) t .r^, " ; : v ; . <m; s 

■ ^ : ;!.!»'; ■'^^p,.;'^ : coril.;;' V .1 l/s! \ (;t':;i(;:n'd tv- rv.iiujte tJ)*' 

''V,r;. il:'. ' I' ■ ,1^ ■ . ■ I', '-.iv-'. o'hvr th.in ; -ret»;st^i ur 

./^''-.T 'N-: :r; .i [^(.):iit;vc J:fP()^p^l;''e for 

!f * t' f '/u;;*' .;:^-lv ,:'-d i^rogrcs;;. f>rf;;»'St ifiiitruMUM'its 
. i^d ■ fP I)"!)- r Pi'-ij rh'.; ufi'J. \ \ nuiy r-it itU'i[. ""I he Buy if ^9 

\i- " Tt;- :.;jrl t?t;'-(: Mi.k Srv'fM'." ;jf "The •:.\jf;:«;;<"r^ent Sct/r^e." Ecicfi o\ 
,.Mt!', h,a>' jy.:\'U-A I'-^tr ..f^irf.t, whicit 15. inclicited P*. a due 
1 .;f M- iT uViit. '.'.iCh .js s:..rc;'.irdii'.;PC!'"> o" !r.Misp»or t jtion. .ii^d tin; "Aurd 

P'-;: *:Vci''.i;i!i:;'ri if-;'!.f Ljf^ier^t L.^r^ccj the Sijrvf'v. Like th(? scenes, 
■ M-' * ch' ^'VctU. jt.iyf! ir-i,trun!*.'r;t i(Jt/fitifif'(i by <i (due tf^rrn cind the 
P.; .fvi.'v . " Sot'M? rx:.rnp!-s of 'h,e^.*^ iriclude 'The. S^orjcje Survey," 
- ;y'ih'u; ^, ir^r>^'/ .ith! "The Sijn(j.jr(i'/jt!on Survey." 

V ;npur:. to :,oP.' th.it ' jch pretfj! Sc:ene or po/it test Survey fi;ive 
.tiy 'h*:- ..ir'-.,- n:j:i;[jer of test t!^"-:s tfiere jre ot^ject-ves- for the 
'jMiP it ihie urM hus t/vO objectat-j, th(Mi tlu? Scene rif.d Survey for 
\.r'n v.ii! ^\)Ch h.jve { ao test iterrs. The t^'St items are rnimbored .to 
■sp'jfid vvph th»;.' o'drr of th»? iPujtt-d objecP^es afid ifii:* h.vjrnifuj 
.'rtf. TUus. d;H.Ahrst 'X'A iterp on tnjth tfie Scene jnd Survey evolujPon 
•uPU'Mt'. Alii .iss^".;s tiie -.t:. denize learning level accordir-^j - m the first 
rtiv" t.d th ;t j^iit, L:K^",vi^", thf^ sen. test item will Cfjrr esr^)nd to the 
• ' <J ub^etdr.e --r.n *p;rc: v.^st den'i wou'd fn<;tch the th.rd ot)jective of 

: oii(Jio visu.i! '1 uitt-r itP:s, rt".ource p:j[)Hc:.it«cjn^, cotTit^'Or 
ipr:.';, and o^j jf; /.itu/is \v^'c:h n^iV 't>e help-ful in tejchinf] Orif^fitiii'Of^ 
"'.'.u' C.'^'.''Ys. (jf tPe'>.f h.iw'e not [)een Guggev^^j^: vMthir th(^ 
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tojcfu^r'ii guicie section, Rt?sourcu$ arf* ifKluded'that rtjjy be appropriate, bot 
Mjvf! not beun reviev^^jd to ascertain wieir relativity to this of fertng. It should 
[)e notfci -liat ttiere are many other materials vvfiioh have been spectfKr^lly 
o-T^i!tt'cj hecdijife they are not appropriate for thi^ learning level or they are 
n-ji t:(.:ceptabit for tne rnarketin'^ mforniation content. 

The nijtcru)!^, include 16mm films, silmstrips, slides^ tjpcs, 

^ •f-c.-v(i:;, c:Md tr^nspdrencies. Films are identified js in color or bkick and 

Fiii' S!''.pu ire c!d>i,»tied accoraling to sound -jndccjlor. If a ftims:ri|.) is 
.'h cij'cr, ttic cok}\ /VI fi follow the fiir^^istrip lit!?. Otherwise, it is m 

M.r.:k jrnj ;^}1■iI^I f, i^fie word sound fo'^ow-i th*' fiinistrtp title, thu filmstrif) 
'yxAwvi'jw rj;u.'s 77\0. or rr^.cjrds. (}!h»:>rv. ise, ti^^TV/tnp j-s Sil'.^.nt. Lipe:. jrf? 
.d'-f ! It r'd J■^ ftA'i or Ci3sse*trj. \ , 

A,. ,.■ :T'f Ai.(i!0 iSLijI ';'jl*.'n.i!s sWv. jrfo'n(je(i im oi(>h<{[)*'t ical or(jor 
j.:cur..:;f i; tt) t'Tuu'*-: U\\v. P"riiru'nt infann,inon atH)Ut the f7iater la! 

.:> ".VrM r^O t S(n.fC>» r;jri>t?. 'If 'thf.' tit'f? t!'.(;lu(jrs a sori^^s of 

'"■».tj-r ^iK:h .;s Tj;>'s 'i.vfc tic mtiividiieji tilirs aff.' ()rint(;(i on 

' '-.^'lif j ; ']*■', ^Jiuh."- rt-^rur c'>*'s ru'v**. Al' j'jd;f) ^isu.:! re^:.ourcL's' 

U"- ''■.■■>r;../( -r ';■;//;/■, -..-r/f >.-/^ ;f>(:l'.i(:i' ; ).t: ■ : 1 1 t'ts. I;>( )'jKi''t*i, ';:ijrt/».'r briets, comic 
l/^'Or^. ri'u: r'^"I(•n^..■ vtjiufrt's Tnc tilif.' c^t , public. nion_ is listr-d in 
; ' : .;1 ^i'd'T. ^'j'lvv/.rii b i;*' :;jt;)!'S^.-^r. !f th.t' p'^b' i(\3' u'"* is scri^^s of 
:•• t'f t)fit'ls, J d^'L;;;»'d lif sp''t:ifi,. iiik*s icilov,".. th».* olphiibetic.il 
T|;'.;/sr pjl-'tr )i.(.>n:; '^\\\\ dotjiivd iiM;f'iC^'; b.ivt; br.-n idt.M^!iiuid vvith'ari 
j;'^Ti>K* jfp.'r ill*' n;"^r'urcr s 

\'\\' sp.'.citic iiMifKp vvii! b'' f.)L.'"d Of: .J s ,(.:(>'t'Cir'ij \\a[Y' up''-^''' ^hf? rt?source's . 

" T'.(),v' j|;ili,ibJMiCj! !)\t:f !(;■. ttir' jstt.-risks vvtiic:!^ h.juc detailed 

:.-.ti'.'|', ('fi suct>.'ed fuj ^^aw-c The rv'stjurc ,jdcJrfss priritrd on tfu: f^age 

ratnt^ tn.in vvithifi tjt-rv'r.i! ,i(f)M..jt.)^ ticji li'»T. 

(r»'r*,hft (:o;rrT, 'rc:--; fj.-'^ir . f\tv*' t><*';r: r^Mc^v».'(.i {jM(.i u^ecj by lcvjchc»rs with 
' '\'{-.\ Pr.'- Voc.:!i^jn il Di>tr iturive E'Juc.niQ'^ stu(i(Mits. r)r)rT;<» of these b<<ve 
bvrn. rf^;ommi 'fwlr'd undvi S['*^:m! hV/sourcs *it the t)efjinr'!iny of each unit. 
A cc;'T'prt*hr'iSivv'! r.T ot ti^-.'s- 'ww. p;M/n ir^cljdv ' dir<H:tiy [)».'fiiiid th-e S[)ecifjc"' 
pi.bl ic jt lOfis lists. 

If! *:d(:it:ofi, soMu? :)r()f s'*.!,^ b'.^'itf m'Ss. antj «'«JuCfitioriji organ ^ /./lions fiavr* 
[)(ffi identdif'c: with nifMSS .:rKj iid^ir "Ssrs to a'.sist 'n tfv location of 
.i::di/ 'Of .jI ;i ,ih'^ , Tliv^-'. jmv-..' ^i^J'^n hst*.'(J irt alpl (.]i;r'tii.,0 ord^'f for 

►MSy rf.'fiTerKj*. 

l! nut *'xpecr{ M ♦t'jl I'verv !• ac^f:r ;mII wj' al! of the suggested learning 
.K -ivni-'S arid fiiatenals K)". r,{iTU;d if- this guK^i:. Sorvte course rjffe'rifKjs <K»? scbfHjultvj 
for S'X' we(iks: otners^ ctjiUinue for rune we^eks Class penods extend for different 
!'■: -.jths of tene, Teacb*?rs will d^'veIo() activities ^jnd nijifvials to better rTU'f't the 
f" ••.'(!'.. rjf t^,is tier sTudiMits. 
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■ It is hoped that thi^ curricullim guide will provide direction and *assrstdnce to 
ri^e-teacher. 'n addition, the teacher is encouraged to cover at least part of"each unit, 
50 that each student will develop an awareness of all phases of marketing. 
Perfor;T:2nc' * objectives and sets of learning activities for eacK object iv^^^ as we!! as a 
prr^rc'St and pO:>t-iest item for each objective have be^n incdrporated into each unit 
to assist in this tdski ' ' . . . ■ ' 

""•ATTlMcher m':jy-,.decide tocover only a portion of a unit. In this cabC, he would 
work vJiV*. 'he student on the m'fprmation and , materials correspond ifig to the fifsT 
objective of that unit since thjs is the beginning or, knowledge level. The first 
object-ive., ^ts-learning activities, and its test item 'Vtiust.b^ covered before a student 
/f^^'ogr^esses to the^^second objertive and its materials. L'^^eyv-ise, objectives one and 
Kvo myst be satisfied before a student Jt'terhpts thejearning activities and evaluation 
items corresponding to objective three. ' ' ' . 

One or"more of the learning activities for an objective may be used. The group 
activiities are specifically d(^Eigned for a number of srudcnts.*The individualactivities, 
however, may be used with an entue class of students working independently or 
with one inciividual student on hil own. Thus, a teacher might select one group and 
une individual activity to ilse With a class oi stutU'nts. 
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MAKING IT IN ;VIARKETING 



Competency 

Awareness of the o:ght major marketing activities, the interretat^rd function of mane^efTient, 
the types of rrvKketm^ businesses, and the role that e<.}ch plays in the flow of goods and 
services^om the producer to the consumer. 

) . . .. • 

Objectives 

1. Without assistance, the studern- will idehtify tho major components in the channels of 
distributiwH and arrange them in' the correct order to show the most frequently uiied 
channel with 80% accuracy, (knowledge) * ' . 

2. Given fifteen descriptions of marketing terms including the eight mtijor marketing 
activities, the student will supply the appropriate term for eacli dtfscription with 80% 
accuracy, (knowledge) 

3. Given ten examples of marketing busmes^es, the student will identify each as a 
wholesaler, retailer, marketing- service institution or producer with 80% accuracy. 
(c6rtipi;ehens;on) 

4. Given ten marketing situations, the student will decide wh ch marketing function is 
involved in each case with 80% accuracv. {comprehension) 

Concepts 

1. AH goods musi first be produce;d.^ A producer may bi\ a iiianufacturer, converter, or an 
extractor (mining or agriculture). 

2. A consutuer is one who purchases goods or services for use, not for resale^ Consumers 
obtain product*^ from the producer in many ways since it is not always prc^cticai to 
purchase them d rectly. Jh^ rotailer sells goods directly to the iitdividual consumer. The 
retcsler may buy goods directly trom the manufacturer or producer, irom a w^^olesaler, 
or from a. special agent. , 

3. A ivhoU^sjUr acts as a middleman m distributing goods between the producer and the 
retailer. 

4. An agont or i)$surt}blor often represents several producers in dealing with wholesalers 
df'J rei^ailers. 

5. The various ways in wh^ch products are distributed from thp producer io the consumer 
life kfiown as the channels of distribution. The most 'frequently used channel is 

' Producer Wholesaler- Retailer Consumer. 

6. M:)rki}tif)g S(frvice /'ndustries buy from and sell to manufacturers, 'wholesalers, and 
rf^t<i!lers, as well os to consumers. These businesses sell services that are needed or 
desired by consumers and businesses. 
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7. Marketing includes all the activities involvedvin acquiring and distributing goods and 
services for processing, business use, or personal consumption. It is concerned with 
obtaining materials, men, and machinery. It involves product research and planning, but 
" not the actual production. 

^8. Distrroutlon includes all the marketing activities which occur in the merchandising and 
-supplying ot goods and services. ^ . 

■ f' ^ \ 

9. Eight major activities are involved in the marketing of all goods and services: 

- V . 

n)arkeTing re^arc/?- involves "the '^.p'^ring of information so th;>t ' marketing 
managers can make sound decisions ard^olve.marWting pfoWems. 

standardization and ' grad}ng—\mo\\jes setting values or limits for the goods^, and 
services, as well as the inspection and labeling lo check conformity. 

. i;uK/n^-suppiies a business with the necessary materials needed for its use or resale 
to another business or consumers. j 

selling-ihe process of assisting or pcrs'j?'^ina a customer to make a wise buying: 
decision through personal contact or sales promotion materials. 

transportation-DToyjides the senj'ice of physically moving property and people from 
one location to another. . ^ 

srora^e— provides the time and space necpssan; to house merchandise until it is 
needed for industrial purposes or distribution to consumers. 

risks— ave possitbilities of financial loss to peop-e or property by unforeseen or 
uncontrollable factors. 

finence—dea\s with funds necessary for business operations and customer purchases, 
fvlanagement serues as a coordinator for all marketing activities. 

10. ulany career opportiiPities are a\^ailable in marketing with very high employment 
I demands in retailing, wholesaling, the hotermotel industry, and in restaurant^food 

service establishments. 

Equipment 

i. Overhead Projector ^ 
2; 16 mm Projector 
3. Filmstrip Projector 

13 
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Materials 

1. Booklets: A Marketing Story Channels of Distribution Career Log 

2. Magazines: Career World 

3. Book: Your Job fn Distribution 

4. Career Briefs, Booklets, Cards {See Appendix) 

5. Filnibtrips: "The Role of our Labor Force/' "A Job that Goes Someplace' 

■'Job Opportunities Now, Set I" "Discovery" 

6. Slide Series: "The World of Marketing and Distribution" 

7. Film: "Marketing as a Career" 

8. Comic books: "Popeye and Careers" Series, King Features 
Supplies 

1. Posterboard, Construction Paper 

2. Ruler, Scissors, Glue, Felt Markers 

3. Telephone Directbnes, Local Nevvspapers, Magazines 

Sf^ial Resources 

1. Student Handouts: ^1-9 

2. Commercial Games: Ji^nior Executive, Park and Shop, Dealer's Choice 
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THE MARKETING SCENE KEY 



1, Ans'vers must be in the following order: 

1. Producer 2. Wholesaler . 3. Retailer 

4, Marketing Service Industries 5. Consumer 

Any appropriate drawing -acceptable, , , . 

A score of 4 or 80% accuracy on this test item will satisfy objective -1. 



The following marketing terms should be given: 
1. Wholesaler 6. Buying 



J. 

4. 



Producer 
Retailer 
Consumer 
Research 



7. 

8. 
9 

10. 



Marketing 
Risk 
Storage 
Finance 



11, Selling 

12, Service 

13, Management 

14, Transportation 

15, Standardization 



If the student achieves a score of 12 correct answers or 80% accuracy, he will have 
demonstrated adequate proficiency on objective -2, 



3. The businesses should be identified as foliows: 

* 

1. Producer 6, Marketing Service 

2. Retailer > 7, Wholesaler 

3. Marketing Service 8, Retailer 

4. Producer * 9, Producer 

5. Retailer 10, Marketing Sen ice 

Eight (5) correct answers or SO~d acciiracy en this evaluation item by the student w.ill show 
satisfactDry understandinc of objective =3. 



4. The marketing situations inv'olved the following marketing activities: 

1. Marketing Research 6, Storage 

2. Standardr^aticn 7. Risk 

3. Buying 8. Finance 
"" 4. Seeing - 9. Seiiing 

5, Transportctton 10. Management 

If the student aris\';ers 5 situatior:s correctly for S0% accuracy an this measurement item, he 
w;ii have exhibited accep'table performance for o^^ectrve =4. 

• lb 
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THE MARKETING SURVEY - KEY 



1. Answers mu^t be in the following order: 

1. Producer 2. Wholesaler 3. Retailer ■ 

4. Marketing Service Industries 5. Consumer * 

If" the student accurately identifies 4 of tlie 5 components in the above question, he will 
have-dispiayed sufficient knowledge for obiective 



The following marketing terms should be given: 

1. Wholesaler 6. Buying 

7. Marketing 



2. Producer 

3. Retailer 

4. Consumer 

5. Research 



8. Risk 

9. Storage 
10. Finance 



n. Selling 

12- Service 

13. Management 

14. Transportation 

15. Standardization 



A score of twelve correct answers for 8C% accuracy on this test item by the student will 
show satisfactory accomplishment for objective -2. 



3. The businesses should be identified as foUcvx-s: 

1. Producer 

2. Retailer 

3. Marketing Ser\'ice 

4. Producer 
S Retailer 



6. Marketing Service 

7. Whotesaler 

8. Retailer 

9. Producer 

10. Marketing Service 



When "the student attains 8 correct ansv\*ers or SO":: proficiency, he will have indicated the 
necessary understanding for objective =3. 



4. T-^ marketing situations involved the following ruarketing activities: 

1. Marketing Research 6. Storage 

2. Standardization 7. Risk 

3. Buying . 8. Finance 
^ 4. Selling 9. Selling 

5. Transportation 10. Management 



After successfully completing 8 of the 2D situations above for 80'rc accu'^acy, the student 
will have demonstrated acceptable performance for objective ~4. 
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LEARNING ACTIVITIES 



UNIT TITLE Making It In Marketing UNIT - 1 OBJECTIVE 7 

Group 

1. Review with the studen:. the major components in the channels of distribution: 
PRODUCER - WHOLESALER - RETAILER - MARKETING SERVICE INDUS- 
TRIES - CONSUMER. Divide the class into five g/oups and give each of them one of the 
five components. Ask each qtoup to prepare ffTteen questions about their component at 
three tevels- of tlifftcuUy, SK> that they have, five easier questions, five of moderate 
difficulty, and five of greater difficulty. Review all of the questions from the five groups, 
editing and arranging ail of them in three categories. Study the rules of the Student 
Handout =^1: "CHANNEL CHALLENGE" and review them with the students. Play the 
game- activity as directed and reemphasi^e the most frequently used channel of 
distribution and its components at the end of the game. 

2. VYrite the following words on the chalkboard or overhead proi'ector: Producer, 
Wholesaler, Retailer, Marketfng Service Industry. Above each of the words, place a (+) to 
the left and a V ) to the right as shown below. 

Producer Wholesaler Retailer Marketing Service Industry 

Select two students to come up to the front^of the room. Have one student stand to the 
left of the board or projector to represent the (+) and the other student stand to the 
right to represent the (-). Ask the class how many of them would like to work for a 
producer and write that number above the plus sign over the word producer Ask the 
class how many of therr. would not Hke to work for a producer, and place that total 
above the minus si§n over the word producer Ask the d:jss how many of them did not 
vote and if they know why they did not vote. Ask some students who voted yes {+) why 
they voted that way, Askjsome of the students who indicated no (-) why they would not 
want to work for a producer. Discuss wtiat is meant by a producer including reference to 
the agricultural businesses, mining operations, and manuf jcturers. 

Follow the same procedure for each of the other three types of irrstitutions: wholesalers, 
retailers, and marketing servsces. Select different students to repres«!»nt the (+) and (-) 
poles and use <he foliovving terms on the board, overhead, or signs helo by the students: 

PRODUCER WHOLESALER RETAILER MARKETING SERVICES " 

Perfect (+) Winner Right On {^) Super 

Pooh (-) Waste (-) Ripoff {-) Stinker (-) 

Emphasize the role and importance of each of the com::onents in the channels of 
distritxition and review the order of the fvow of goods in the most frequently used 
distribution channel. 

8 
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Group 

3. Have students bring in enough copies of old magazines that can be cut up, so that you 
hjve at '^ast one magazine for each student. Check with your school hbrarian to obtain 
copies of outddted magazines which will be thrown away. Give each student a sheet of 
construction paper, scissors, glue, a ruler, a magic marker or crayon, and tape. 

each student to select one of the majo" components in the most frequently used 
channel of distribution, not including the consumer, namely: producer, wholesaler, 
retailer, marketing seaice industries. Explain that each of them will create a marketing 
coilcrge about o'l types of businesses within their category of businesses, a certain area 
within ."hat pateqory, or- a specific kind of business within the chosen category. For 
example^ a student could. create a coHacje on all types of producers (agricultural, mining, 
and manufacturing), on all areas of manufacturing (steel, garments, furniture, etc.) or 
anothf^r type of producer; or on a specific type of business, such as automobile 
rianufacturers, citrus growers, or coa^ mining. Ask the student \o give his collage an 
apprbpi'ate t-itle to indicate the approach he has taken. 

Get a roii of paper and cut two strips of paper the length of one side of your classroom. 
Space the components of 4he cnannels of distribution as iilusf^ated below in the most 
frequently used channel. Have the students glue, staple, or tape their collage c/eations 
under tfie appropriate heading. Cut another smaller strip of paper and v^ite the term 
- consumer on it to complete the channel of distribution on the wall. If wail space is 
lacking, streaniers hung from the ceiling could be used. Headings for each of the 
components could be attached dose to the ceiling, and students' projects could be 
affixed beneath then?.. The streamers, of course, should be. placed to show the order from 
the producer to consunie: fcr the flow of goods. 
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Individual 

1. Distribute Handout -2 Distributycn Jigsaw Puzzle— "How to Get it there'" Expl^iin to 
The student th^t the picture in the jigsaw puzzle shows how we- get products or goods 
from the producer. Relate to»the student that the ch^annel of distribution shown "m the 
auzz^e is one that is rr^st frequently used tc get products from the producer to the 
consuTOr. TeU the student that it is difficult to shovv the place of marketing service 
businesses in the channels cf distribution since they provide servici*s to busir>esses ano 
consumers throughout the distribL'tion process. Givathe student ten to fifteen minutes 
to put the puzzle together. Wh?p* the student has finished, discuss tbe importance of each 
component in the most commonly used channel of distribution. Ask the student for 
examples of prcKiucers. retatlers. wholesalers, and marketing service industries. 
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Individual 

2. Drjvv the three primary channels of distribution (as they ^^^e iflustrdted below) on the 
chalkboard or overhead projector or refer to tnem on a bulletin board if you h^:3ve one 
r.hotvn m the classroom. Gii^^e .the studen.t a list of several types of products, such as 
cosmetics' clothing, and hardvwe. Ask the student to decide which products are 
generally distributed by one of the three channels. If you use these three products tfie 
student should be to^d that one product would be matched to one channel. No two^ 
products would be matched to the same channel. The student should then match the 
following channels svith the following products: channel -1 -cosmetics; chani'iel 
-=^2--ciothing: and channel -=^3-hardware. 

Discuss with the student why different channels are used and the importance ot each of 
the components, including the role which marketing service industries play in the flow of 
goods frorr " tiie p i o d trcer xo the consumer. Ask the student to think of at least two other 
products which could be dist'iDuted by each of the thiree primary chrrrrt>els. -Have him 
explain why he selects certain channels for the ctioseh product's.-' Ask the studen; which 
distribution changel he thinks \s most frequently used and explain why he b€»l?e\'es it to 
be tt:e most often used channel. 

PRODUCER 

^® _ 
PRODUCER-^RETAILER ^ C 0 Fvi S U T/- E R 

PRODUCER — ^ 'A' HOLESALER — - RETAILER ./ 
M'A R K E,T I \ G— *rS E R V ! C E INDUSTRIES 

3. Distnb-:e stjc-'n: handout ^3: "V^r^.e:\'^Q Maze" to t*^e stjoen: and let him see if he 
c-i" ^ina the rc^te ot Jie ^'OSc ccm-r^oniy used'chanrei of distribution for the flew of 
:rod^c:s. IVhe^ he has f?n;s^^ed. as-, the student to expiiMn, orjilv or in -writ-ng, what he 
:h r.l 5 oach of :ne ro'lo'^ving ler^^s mean: - 

Production Di5:r;bjt'on ' Consumption 

?roc:^jcer Dist^jbuto^ Consumer 

\* a n f 3: c ! rt:r W ho\es.-k-^ G Does 

Exrri:c:or Retailer ^ Services 

E>.:':'^J: - f^t? '::;c> ojcf^ T'"^^ co""' !?c-::'^*5 the C''':'^"'-^As of C':>tril:-a ■ ;on, ■nc'ud:.'^g 
'nj:-t^:>tr^c: so'^. ^'^•::.:st^!es thjrt p'ovde ser\.-/ces to businesses t>e-ore, dur;r>g, and 



Spedal Media 

/ i' : ■ >^ • f D /S i ^ ^t" . ; r \ / • ^ , pa g es 1 ■ 3 . 5-3 
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3, Book: Your Job in Distribution, pages 4-1 5 

4, Comic Books: "Popeye and Manufacturing Careers'"" 

"Popeye and Agri-_Business-Natural Resources Careers"* 

"Popeye and Construction Careers''* 

"Popeye and Marketing and Distribution Careers'"* 



These Popeye .Ca'-eer Cor^-c 3oo<5 are suggested to he!;>the stLident upder^st^nd that there 
are nany kinds of p'odjcers ard that rr-arketlng careers are 5v'ciUb> these cr^BS, as v:e\\ 
as with distributors, such 3$ retailers or '/.-hoTesaiers. 
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LEARNING ACTtVITIES 



UMT TITLE ft in V^rs^^tmcj UNlT^ ? OBJECTIVE ^2 

Group 

1. Before class begins. '^vriie thiS question on ihe board. Where does your ten speed bike 
con^e iror Unv'jt-rne.ith tho Cii^esticn, dhw <i hangman's noose and to the side of »t nine 
bicjt^.k 3;*cices. When class begms. ask how rrxiny students noticed the question on the 
board. Ask how ^^any students thought about it, and then who has an idea whst the 
ansvve. \s. Give the g^ou;) a-clue oo^nting :o the nme blank spacer 

Djvtdf the group into U\o teams and select a caotain for each one. Flip a coin to see 
•Ahicn of teams ;vi'' bcc^n. Alterrun? letting one person from each team guess a letter 
:n the wo^d. if a iette^ is g^essec uhich fouvd tn the word "^'iarketing." place it in the 
corrtc: b'-^cr.^ spi:C^? If^c ie::5rr ^s ir^corri-ctly Q-.jesscd; vvrite the letter under the nine 
o'orK spacts and drav\ one Dart The boviv beginning with the head. When a letter is 
corructiv identified. 'J-^t- s.vn- te^in^ i;ets :g i;oess another letter but another team member 
ta^ts tjrn. T'he Q^-^^i: vvon v.he:. cv^i.- c;' tne trc::Ms guesses the last letter to complete 
:re v.cr j. i : ne^t^e^ ►-as co-r.;)l-ted tbe v.c-rci ben:>re ten incorrect Setters are guessed 
and ren : i:::s o* :n£ .^'e ir^- z/n.. t^"^en no one ^sa wnnne'^. As the team members are 

''^ c.:x'SS'no ett-rrs. Ciscss sc.-:e c' :nv ^na-'^^eti "^g jctivities that occur from the t<me the raw 
•^-atcr^.iis ^re purcnc^Lc: jn:'i t^e jcen: goes to 3 ioca! bike shop to buy ^t. 

2. Se::ar:;Te t^e cbs^ n:o _2^0Lrjs o* v/.'O to three s:udents each. Give e^ch-student a 
CO::,' ■"jn::0L.: ' *;:^r-e: \;e^Jue''t;." Ass each group to select a part of the 
:: ctu:-- t".:: ^e::- :^S':'^ t:: ^^ci-^^et'- tr:^: thev *n.gnt \.\<.e to do. Have each group discuss for 

c "•^..-trs /.n3t t-r;, r k n c*.;re,recrcSun:s -fn the n^^^'keting process. After five 
-^-.-^utev;, : ci:cn re 3:0 ::^'rnt vest 0* tnt? class w^^at they decided-- Wake an 

i\-y'^-^z :'::ns:: f^t- ;"'j:^~::o^: .^nc ^wto t-~:e cor'-ect nrajdr-^marketing 2Ct!vit>^ or 

ccord^'^.-t'" 'urc; o?' ;::•*>: -^i -^''iZxtr :ho n-cture after you have posed questions 

tc :nv t^TuJi^n's i^'d exi- j^rcc:.:'"^: .:c:.v Jsr?t p^-ojec* of interest to students, such as 

J Con:r: e 't 'is: t.\c cesc^::^: Z'^:^ cv^f^e ^o■^o^^'ng -i^'teen marketing terms: ^1crketi^g, 
D'^t'' n^^t-c. ^"q::ljC:;'. f^-*:i..:'. *.Vno ::S-:'t''", Market ' nc • Sen.' 109 ^ndL:st^y, Marketing 

.vT. 3'ici;na. 5 jv'^'?. SeM:ng, Storage. Transoortation, 
D'v CO c ::ss ^n:o three ttams. Have a student serve 



a ^oc-i^-ctw' to -e^z :ne desc nt-ons to :ne tea-'ns. 

^cke th'ee c ecrs ra:"^*:^ .xr-te 1 2. z^ 2 on each so that each paper has a 
f''{:-ent -'^-^ib^i' .t. Fo e: t'^t ir^ar-ft's and iet one student irom each team draw a s-ip, 
"Thv} >t..cen: c^iiV-'S : 1 a c^anc^ to ^ce-^tsfv rne f-rst te^^nn for hrs teann: the 
STjce'^t a 2 coes s^-ccnci. f^e sti-cent '.vith a 3 goes tn:rd. Have the moderator read 
tne f-rst d-:-scrin*io^- 1^ the ^t-cenr ^1 gives a correct answe*^. he scores a poirit for his 
tean^u ^'t^ can^^o: c: je f^e correct term, student —2 gets s chance to answer for his team. 



T2 

21 



EKLC 



If he has the right te'-m, he scores a pom: for hts team, if he does not, -the student =^3 
thert has a chance to id(MTtjfy the tenii. 

After the first description, each tean rray hjve t!ie next student m line answer by raising 
his hand, ringing a beil. or rjaking some otlier .signal. The first student to signal may 
name the term. If he is correct, his team gets a pomt. If 'not. one of the opponents m.:y 
g«ve*the answer depending ijpon who signalled fsrst. Each ternv description is read to 
• three different students, one fron- each team. 

Individual 

1. Distribute handout ^D' "\1aKmg it In Marketing !" to the sUictent. Have the student 
read the 5tor\ and fj!' ^n the b-anks of *the questions at the end of the correct terms. 
When he has co'^^rleted supnly.nc the rr-issTg words, rev tew the story witli the student 
and evoijin ,-.r:v i^nswers that v\ero incorrect. Then g!ve the student Pan 11 to stucfy. 

2. Provide tntr student 'Mth a lis: of the fifteen m^irketing terms identified in the third 
group act'-vitv above. Ask the student to g»ve an explanation of each term invxritmgby 

'■ usmg any p^-oduct of his d^o:ce as an exami^le. For instance, if the student chose a 
bicvde, he mraht give the following explanation tor the te^m* "Retailer": a busmess 
where ! as a consjmer can go to buy a b'Cvc:e, 

3. Give the student a cov^v of handout -5: 'T.-ar seung \"i\ups," and ask him to see if he 
can rearrange the letters in ti^e purzie to reveai the rriarketmg terms. When he has 
completed the pu^rle. have the student do one of the ^'o' lowing about the marketing 
term v.h^ch seen^s to be most interesting to him: 

Draw a picture on paper or posterboard which exniams that term and give a 

one sentence description be:ow the illustration. ^ . 

List ten words that he associates with the m.arketmg term, he selected and 

give a br^ef explanation about how he beheves they rebate. 
Select a oerson, place, or product wh?ch exemplifies the marketing term and 

exo^am orally or in writing how that person, place, or product illustrates - 

the term. 

Drscuss tne student's work with h;m as to whv he selected that term and not others. Pose 
such questions as: Did you know n%re about this term than you did about the others^ 
Does this term, relate to your ^ami^'*s. other relatives', or friends' occupations? Does tt^is 
term sound like tun? Hare r,ork? important^ Why^ Display the student's \vork around 
the room and discuss all of the terms with him. if other students were involved in the 
same activity, pose questions and create discussion among the g^oup. 



LEARNING ACTIVITIES 



UN\J T\1LE Mak/ng It fn Marketir)^^ UNIT# 7 OBJECTIVE # J 

Group 

1. Develop a list of names and explanations for different businesses which are exarnples of 
the major components in the channels of distribution and make a sign for each'of tK^ 
four terms: producer, vvf^olesaler, retailer, marketing services. Select four students to 
represent each of the signs in front of the room. Divide the rest of the class into two 
teams and flip a coin to see which te»3m will go first. 

^* Have the names and expianatibns duplicated on note cards and put in groups of four so 
that each group has one example of each of the distribution components. Give one card 
to each of the four students in front of the room, making sure that they do not have all 
cards which are examples of their component signs. Have each student study his card and 
read an explanation of his business. Have each of the four students follow this procedure. 

The first player on tne team winning the toss must Then decide how the component cards 
must be rearranged, so t^.at the business idennftcation card read will correspond with the 
sign that he has. When that team n*jember is satisfied that he has correctly combined the 
sign with the oerson v.'ho read the business description, the instructor should ask the 
opposing team player if he agrees ivtth that match. K not. the opposing team player may 
challenge the beginning pTaver. If the opposing player is correct, his^<eam gains a bonus 
of five points. If he is not correct, his team loses five points. If the beginning player is 
correct, his team receives tjne point. If he is not correct his team receives no points, but 
it is not penalized any further, if the challenger is correct or incorrect, his team still 
receives its scheduled turn to match the signs with the bLfsiness descriptions read. The 
game may be played for a time period, such as 30 minutes or for total points, such as 21. 

2. ^ Have students bring an assortment of rr^aterials to dass so that you can create a model 

c-.ty. ^.*atena!s may inc-ude: small gift and jewelry boxes, shoe boxes, saran wrap, sti^mg, 
ribbon, miniature trucks, bu ^d ogs, etc. Divide the class into groups of four to six 
students and have the g^oun seiect a City Planning Manager. The group must then 
delegate responsibi'ity .vithir^ the croup so t^^at their city vviU have examples of the main 
types oi procijcers. \r,hz:ies^\er$, re-tailers. and marketing sea'ices. These model cities mav' 
be constructec on Dosterboa'd. sneets of carcboird. a bulletin board, or a-table, Tel! 
each group that it must identify its major areas and individual types of businesses. For 
example, t*"e rciaVwnz-a^ea should be identified as well as specific types of retail 
stores-department, variety, snecic'ty, ctscouTit. etc Other school suppires, including 
g^ue. sc'.sso'^s. n^'ers, tape, magic ma^'kers. construction paper, tempera paint or water 
colors, c*'ayons, a^d similar materials should De provided if possib'e. When each group 
• ^ has competed its cc-ject, ha.'e the student:- in each group describe and explain their city 
as to the k-ncs of bus nesses that have been included and why the city has been arranged 
in the m^anner that i< is. » 
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3. Divide the class into teams of four §nd have each group selec': a team chairman. Assign 
each group one of the four types of businesses-manufacturing, wholesaling, retailing, or 

^ marketing services. Give each member of the team a sheet of paper or index card and a 
local telephone "book. If your community has a small directory, arrange to obtain some 
from a larger city through your local plhone company. Inform the chairmen that each 
^ember of the team should investigate a different type of business within their team'^^ 
category. Examples of this would include: Mamufacturihg-garments, furniture, toys, 
paper, boats; Wholesaling-novelty items, lawn equipment, drugs, cosmetics'; Retailing— 
food stores, department stores, women's specialty sri^cps, servi'je stations; Marketing 
Services-Reinsurance, real^ estate, banking, transportation, hotels, restaurants. Allow each 
team 20 minutes to research the businesses in their area and write the names of specific 
* businesses on the cards. sG) that there is one card for each type of business investigated, 

such as insurance, boat manufacturers, etc. ^ 

On the bulletin board or chalkboard, have the four major business headings of 
■'i^jnjfacturing, whclesaimg, retailing, and marketing se^rvices written. Give each student a 
o^ece of masking tape and have the students tape their business card on the board under 
f^e aoproDriate heading. After all students have taped thefr cards on the board, ask the 
stud^^^ts TO study -\^e categoi y examples and see if they can draw any conclusions. Are 
?r>tTT> -no^e i-^nanjfactjrers. w-hoissalers, or^ retailers^ What does this sugge^? How do the 

^-^Li rber of j^-keting seaice industries compare^ Emphasize the importance of the 
cf'Ti-^-^e^s o* cirstribution and the most commonJv usedchti^inel, producer to vvholesalerto 
-etaMer :o consu^^er for the flew of goods or products. Explain that* marketing 
servjce ir'^dustnes prcv-de sen.'ices to an kmds of businesses throughout the channels of 

- c 5t! ir jtion :is i as to the consumers. 

* 

Individual - 

1. * n-.trsr^gate your iocai comn-iLinity v^a the telephone directory and Chamber of Commerce 

:o deter^rr^ine 'products lagriculfural. mining, or manufacturing) that have been locally 
. * rroduced and which &re distributed locally by uholesalers and retailers. Compile a list of 
• :ne nrc'ducts, Tvhich might include such things as boats, seafood, furniture, citrus, 
^ -irr-^estonc. ciOthing. and carbonated drinks. Have the student select two of th^ products 
^\ and cut ivrat 'ocarbusinesses produce, sen.e as a wholesaler, and sell at re'tail to the 
"ccnsun-^rs *or the croducts. Ask the student to determine which marketing service 
nusi'^iv.yes rrSg^T se.l to or buy from the producers, wholesalers, and retai&rs. Have the 
•^tjcen: make 3 pester, create a display, draiv a picture, or use some other visual mea'^s to 
'£-ate vVPot has 'earned. Prcvice the student with' a locar telephone dij^ectory, 
"^ewsc-a::rr, and any otrer 'iterat^re you can obtain from the Charr^ibe'^ of Commerce' or 
ocai businesses. " 

Individual § 

2. Expia.n to the student that t^e activities in vvhich fee \\\\ be involved wi!i not be 
" e\aUa;ed as to uhat ansv.ers or react'ons that re gives. Emphasize that a^l ans-.-.-ers are 

acceptac'e. Exolain that he is going to rnake some dtetsions and 'or evaluate types of 
r-us^^nesses w^tr.in each of the four business ^components within the channels of 
Oistribution: producer,* wf^osesaler, retailer and marketing serx'ice industries. 
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Ask the student to rank the following kinds of producers according to the order in which 
he would preftjr to be employed if he had to go to work today for one of them. Be sure 
that the -student ranks all of them' wltfi a number 1 -8 with ^1 being his first choice, ^2 
his second, etc. Have him rank the foUowmg -kinds of producers: inanufacturer, mining, 
construction^ communications, farming, fishing, forestry, petroleum. 

Ask tne student Ahich type- of wholesaler he thinks each of the following kinds of 
producers would use to' get their prociuets to local retailers: orange groves, new 
manufacturer of sm.all appliances, oil company, tuna fishing fleet, iron ore. Use the 
categories of: merchant wholesalers (rack jobbers, drop shippers, distributors, etc.), 
prQTiucer outlets* agents and brokers: assemblers. 

Ask the student to identif y^\\hich types of retail stores he goes to most cfteri !)y 
mdtCciting: -1 -.f requentiy, ^2 -occasionally^ ^3-seldom, ^4- never. Use the following 
tvpes of retail stores and explain them tp him: department, specialty, variety, 
supe^TTiarket, service station, convenience, general, discount, mail-order house, and 
fo.rdside m.arket. * • . . ' 

Ask the student to draw a I me on a piece cf paper as indicated below. Expk :o the 
student that the 10 t'-^l represents the iikirketing ser\Mce ?ndustr\ that he feels "is'most 
important to the economy and the 0 t ) represents the marketing service business that he 
fee^s ^s ieast important: Using the eleven business abbreviations given, asK the student to 
D^acVthe abbrev'iations along the line so -That one business is indicd"ted at each point on 
the iir.e/VVhen the student has compiet^-d the task, asK. him to explain why he placed 
them m the order he did. 

: . ^ ^ • . . 

10-9 8 7 6 5 4: 3 2 1 ' 0 



The marketinq sea ice industries are: ~ i ' . 

(Hi Hotel Restauranr ~ (CM) Comm.unrcations 

'{B-> Banking Transportation ^ (RS) Personal Services ■ 

Insurance ■ (RB? Rea^ Estate \^S) Business Services 

IS' Securities (RCl Recreation ■ ; ^ 

3. Distribute student handout :~7:. '^w^.arketing \^ysterY'' X^n student and hav^ hirr; place 

the nuMber of the mark-etrng-mysteny' business clue under the appropriate clue card 
co'u^n (kinds of rnarketing instirutions— pure and hylxid). Discuss the answers with the 
student tor correctness and understanding. 

Special Media - - 

1, Pamphlet: r.*7e'*farK?r/r>gSr6ry, pages 7-16 • * ^ 

Z FiimsTrip: /'Job Opportunities Now; Set I." '^ = 
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Slide Series: "Thp World of Marketing and Distribution" 

Comic Book: ' Popeye an'J Careers in IV!arke^ing and Distribution' 

Film: "Marketing as a Caree>" ' 

Book: Your Job m DisUthuiton, pages 18-32 
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LEARNING ACTIVITIES 

m\TT\TLE Making U In Marketing UNIT# / OBJECTIVE #4 

Group " " 

1. Divide the class into groups* with three students each. Two of the students will serve as 
contestants and one student will serve as the moderc^^or for the game activity 
"Marketing Match." Discuss the rufes with the stjjdents and j^rc^/ide each youp with a 
copy of the rules in handout ^8, if possible. The second shcs: ^-andou; .^'8 is a 
sample set using the nine marketing term«' the euiht marketing functiar.j: irvelr 
coordinator, manageme^rU. If you do not reproauce the numbers on the back, have the 
moderator write the numbers 1-20 on the back of the squares. Use a cutting board to 
cut each group's squares or give each ^roup scissors' to do their own. Duplicate extra 
sets without numbers for the second game. After the first game is finished, have the 
^moderator and the losing opponent exchange places in each group* Provide them with 
a r»ew set of square^ or have them exchange sets with another group. Give each 
moderator in both games copies of definitipns for the eight marketing activities and- 
management. CircuJate among the groups and answer any questions that ?Jrise. 

2. Separate the class into groups of five. Within eacl\,of the groups/two students will 
serve as one team, two other students as a second team, and the fifth student as 
emcee. Give each group's emcee two sets of cards with the following words printed 
one on each card-marketing research, standardization and grading, buying, selling, 
storage, transportation, finance, risk, management, and marketing. Explain to each 
group that there are ten cards with the eight major marketing activities, management, 

• arrd marketing. Eijch team of two must decide who will be the passer ^person who 
gi\^ the clues) arid who will be the teceiver (person who gets the clues and guesses 
the term). The empee will flip a coin to dete^ine which team will go first. 

As the game begjns, the emcee will give each passer a copy of the same card. The ^ 
■passer whose tearft won the toss will have one minute to think of a situation in which 
the given term tLkes place* He will then give his clue or sample situation to his 
. teammate. If hss [receiver gets the term correct, their team scores 10 points. .If he is 
incorrect, the Ofiposing passer gives his receiver a clue situation. If the receiver 
correctly identifies the term, their team receives 9 points. If he is not correct, the 
' beginning team tries again for 8 points. The term may go back and forth between the 
teams from 10 points'to 1 point, allowing each team up to 5 attempts. 

Only on the first attempt of a word for 10 points does the passer have one minute to 
think of a situation. On turns of 9-1 points, the passer is allowed fifteen seconds or 

• the team forfeits its turn. The team which correctly communicates the term has the 
opportunity to try the nextoterm for 10 points, or they may pass the first try to their 
opponents. * ^ > 

3. Split the class into nine groups^f two or three, depending upon its s\z^. Give each - 
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group d slip of paper with one of the major marketing activities or management, so 
ihdt each group has a different term. Have each group develoo a one lwo mrnute skit 
depicting the m^rketinc^ activity. Allow each group fifteen minutes and assist them 
during this time. After fifteen minutes have each group present its skit to the rest of 
the class and hav^^ them guess which activity is being portrayed. Review the meaning 
of the nine terms with the class. 

Individual 

1. Give the. student handout ^9' "Marketing in Action" and have the student identify 
which marketir^g 'activity is involved m each illustration. Review each of these pictures 
with the student and discuss why he thinks each of the marketing acliviti<rt is 
involved. ^ 

2. ^ Let the student select a f)roc)uct of interest to him and have him trace its path from 

the producer to U e consumer, identifying the fnajor marketing activities 'jvhich would 
be involveci at eacfi stej) in the channel of distribution. Remind him that in some 
instdRces, such as u/ith Cc^nned food, the producer would first involve the farmer and 
then the manufacturer or processor. Ask the student to communicate wl^at he 
(iiscovers in one of The following ways: (a) a short story describing the activities 
throughout the innel of distribution; a tape (cassette, reel, or video) explaining 
thf activities thdt occur, (c) a slide f)resentation of activities in the local community; 
(d) a poster, bulletin board, or display showing the product as it travels through the 
channel of distribution and the marketing activities wliich are involved. 

Special Resources 

1. Parn()h]et: Tf)r M.irkuling Story , pages 16-35 

2. Booklet: Tf)C Chjt)tn}ls nf 'Distrihutioti f)ages 3 6 

3. Maqa/me: Cjnur i'Var/d, is*iues beginning September 1972 to date 
-4. Filmstrif): "The Role of Our Labor Force" 

5. Fiimsiri[): "A Job Thi:t Goes Soineplace" 

6. Ffinistrip & Booklet. "Cjn-i.r Ley DistuvLTy" 
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and information 



MARKETING RESEARCH & INFORMATSON 



Competency 

Understanding of the marketing research rrjethods and careers involved in solving the 
marketing problems of management and ultimately in satisfying consumer needs and wants. 

Objectives 

1. Given 12 marketing research definitions of careers and methods, the student will identify 
each method or career with 75% accuracy, ^knowledge) 

2. Given five marketing research situations, the student will explain which method is being 
employed and which careers are described in the designated marketing research activities 
with 80% accuracy, (comprehension) 

Concepts 

1. Marketing research involves the gathering of information so that marketing managers can 
make sound decisions and solve marketing problems. 

2. All businesses are constantly engaged in marketing research activities to keep abreast of 
current and future trends so that they can satisfy the needs and wants of their customers. 

3. Many types of marketing research are used to effectively produce and distribute good^ 
and services to -the consumer: 

Sales Research-records of products, prices, quantities, etc. 
; Marketing Research-target population of potential consumers 

Distribution Research-methods of getting the products to consumers 
Advertising Research-media used to promote and sell goods 
Consumer Research-factors which affect the consumer's buying decisions 
Product Research-development, uses, packaging, etc. of goods 
Policy Research -general operations within a business 

4. Six methods of gathering information may be grouped under three headings: 

Observation involves the study of people's actions and attitudes by watching. 

Experimentation st jdies the effects or changes during a testing period. 

Surveys obtain information from a sample population by: 

Personal interview-contacting people directly face to-face 
Telephone Survey-verbal communication by phone 
Mailed questionnaire-written correspondence mailed to people 
Panel groups- initial personal contact followed by periodic reports 

5. Marketing research careers may be classified into twelve major categories, although many 
specialized careers are available within each category: 
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[ 

//7f(?ri^/ei^t»r- conducts sur^-eys with a dt.ect, face-to face contact 
Telephone Surveyor -obXM^^ the suryey information by use of a phone 
fcZ/for -develops and oversees the use of a mailed questionnaire 
//?i^evr/c.7f or -conducts a continuing survey with a panel group 
fi^ciAz-iifor - observes actions of people without talkmg to them 
Spf?c/j?//5f-conducts experimental research by testing a scale model 
Dwcfor-coordinates and administers all personnel and policies 
^/;a/vsrs-ctudios and ir\{erprets rhe date that is collected 
Econoniist -ser\/es as a consullain to the director and research team 
Supervisor-iriiins and oversees field personnel handling surveys 
Coder -gdXhers, sorts, classifies, and tabulates necessary data 
rA7//?t>6'-assistant to the supervisor, specialist, or analyst 

6. A business is constantly engaged in marketing research. 
Equipment 

1. 16mm Movie Projector 4, Slide Projector 

2. Overhead Projector . 5. Telephone 

3. Camera, Film, Flashes 

Materials 

1. Films: "A Better Way," "Eddie, Inc.," "The Voice of Your Business" 

7, drror World, "Coding Words For Cash," February, 1973 

3. Chronicle Guidance Occupational Brief, -254, "Marketing Re^^arch Workers" 

4. Encyclopedia of Cjretrs and Voc-Jtional Guidance, Volume li 

5. Occupational Guidance-Planning Your Future, Units 1 A & 4 

6. Occupational Outlook Handbook 

7. Sciefn:e Research Occupational P.rief, ^210, "Market Re<«arch Workers*' 
Supplies 

1, Posterboard, construction paper, white paper 
-5. Rulers, glue, scissors, magic markers 

Special Resources 

1. FieJd Trip to Shopping Ceoiur or Mai! 

2. Student Handouts 4itlO-#16 
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iHE MARKETING RESEARCH SCENE - KFY 



1. Marketing Research Careers and Methods; 

1. Interviewer 

2. Observation 

3. Specialist 

4. Personal Interview 

5. Teleptione Surveyor 

6. Panel Group 



7. Director 

8. Experiment 

9. Analysts 

10,, Telephone Survey 

1 1. Economist 

1?. MaHed Questionnaire 



The student will achieve this test item with 75% accuracy or 9 correct ans\fl^ers. 



2. Met nods Uwd //; Situations 

1. Personal Interview 

2. Telephone Survey 

3. Mailed Questionnaire 

4. Panel Group 

5. Observation 



Ccjrcerfs) Mentiofwd in Situjtions 

1. , Interviewer 

2. Telephone Surveyor 

3. Coder 

4. Analyst 

5. Evaluator 



The student will ratisfy the test item with 80% accuracy or 8 correct answers. 



THE MARKETING RESEARCH SURVEY - KEY 



1. Marketing Research Careers and Methods. 
\. Panel Group 

2. Telephone Sur./ev jr 

3. Personal Interview 

4. Specialist 

5. Observation 
G. Interviewer 



7. Mailed Questionnaire 

8. Economis'i 

9. Telephone Survey 

10. Analyst 

1 1. Experiment 

12. Director 



A score of 9 or 7S% accuracy indicates satisfactory performance 



2. Methods Used in SituJtions 

1. Observation 

2. Panel Group 

3. Mailed Questionnaire 

4. Telephone Survey 

5. Personal Interview 



Ccireer(s) Mentioned in Situations 

1. Eva'uator 

?. Analyst 

3. Coder 

4. Telephone Surveyor 

5. Interviewer 



8 correct answers or 80% accuracy indicates acceptance pt::fOi <v»cirice, 
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LEARNING ACTIVITIES 



UNIT TITLE Marketing RcsfXirch & Infornuition UNIT ^ 2 ' OBJECTIVE ^ 7 

Group 

1. Begin a cidss discussion with the students by asking: "How many of you have ever 
been pjrt of mdrketing researcf) survey?" "How many of you have had someone in 
your family involved in o marketing re*jcarch survey?" If several stuJ^nts respond, ask 
them what is meant by a niarketihg research survey. If there are no responses to 
individual or family involvement, give thQ students some exan»ples, such as: "Have you 
ever had someone on the telephone ask you what your favorite television show is? Has 
anyone ever conie to your front door and asked about family information-number in 
the family, political party affiliations, etc.^ Has anyone in your family ever received a 
questionnaire about some product or business?" 

Explain srx methods of marketing research that are used and the careers which are 
involved m the research field. Give examples of the kinds of marketing research including 
sales, consumer, product, etc. Relate to the students that all businesses are constantly 
involved in marketing research activities, whether they be formal or informal. 

2. Distribute Student Handout -10; "Classified Careers" to the students. Review the 
responsibilities and requirements necessary for each of the twelve marketing research 
careers that are identified. Ask students to tell wtiicf; marketing research method is 
associated with the various jobs, such as the interviewer, editor, and telephone surveyor. 

Have each student select one of the marketing research careers. Ask the: student to 
explain, orally or in writing, how that marketing research person could be used by a 
producer, retailer, wholesaler, and a marketing service industry. Review some of the 
various descriptions with the group. Emphasize that marketing research activities are 
engaged in continuously in all businesses, but that many times they are done 
informally by sales personnel, buyers, customer service clerks, etc. 

3. Develop a list of twe?\ty school or co.mmunity concerns. Write these on the 
chalkboard or overhead projector. Ask the students: "Who would you poil to get a 
representative sample of how those involved feel? What would be the best method to 
use to collect the information? What market research careers would be involved in 
investigating each concern?" 

Have each student select a school or community concern and develop a short question 
of about five questions. Have him assume the role of a marketing research interviewer, 
telephone surveyor, panel investigator, or evaluator, and conduct a sample survey in 
his neighborhood or around school if the surv.?y is approved by school administration. 
Discuss each student's project with the group '^eluding the role he assumed and what 
other marketing research careers would be involverJ in each case. Review the duties of 
each of the given twelve marketing research careers. 
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Individual 

1. Distribute Student Handout "Marketing Research Findmcj Out the Facts" to the 
student to read. Ask the student if he or anyone in his fjniily has ever been involved 
in a marketing research survey. Ask tl)e student to select four local businesses which 
carry similar merchandise or f)rovide similar se. vices. Have the student think of j 
concern thjt these businesses have or information that they would need to .tjatlier in. 
order to better serve their customers and increase f)rofits. 

Let i\n: studen.t develop a simple (juestionnaire with your assistance. Send fiii^i to visil 
those four . businesses after calling the managers for the.: approval. Have tl^e student 
conduct his survey witli store persons or customers, depending upon his tOf)ic. Discuss 
his results witri him, reviewing all the miarketmg research personnel roles lie assumed 
in the project, and what other careers could have been involved. 

2. Ask the student to select one of the marketing research careers and write a short story 

titled, "A Day in the Life of a _ . ." Tell the student that he lAay 

take any apf)rOiich to the story he wishes as long as he covers the responsibilities of 
the job and t^ie general job recjuirements necessary to get the job. 

Talk to the student about the other marketing research careers. Ask him why he 
selected the career he did-was it because he likes to talk on tlie plior^e, does he like 
to work with numbers, would he like to work outdoors, is he* interested in going to 
college, etc. - 

3. Explain to the student that he will conduct a telephone survey about a product of 
interest to his age group, such as radios, tape recorders, or stereos. Ask him to 
compile three to five questions v\^hich he could ask any students from school at 
random. Obtain a list of phone numbers for students in the school who are willing to 
participate in the survey. 

Have the student prepare a brief script which he can use in conjunction wilh the 
questions. Explain to him that the script will help identify hjm, as well as assist in 
conducting an effective survey. Emphasize to nim the proper use of a telephone, a 
display of courtesy, and a distinct speaking voice. Ask the student to survey at least 
fifteen students and compile his results. 

When he has completed the telephone survey, discuss the advantages and disadvantages 
of a telephone survey. Ask tlie student to explain what other careers would be 
involved m conducting a large telephone survey. 

Special Media 

1. Occup^itional ok Han:Uoook, "Marketing Research Workers" 

2. OcLUpat/OfVi/ ning Your Future: 

"^':arket' Analyst" Unit lA, Vol. Vl, No. 1 1 , 

"M',rk^t:ri9 Research Interviewer" Unit 4, VoL II, No. 19 

3. Career \r;urld, "Coding Words For Cash," February, 1973, p?ge 21 
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LEARNING ACTIVITIES 



UNIT TITLE Marketing Research & Infdrmation ' UNIT 2 OBJECTIV^jV^ 
Group 

1. Schedule a field trip to a local shopping center or mall. Contact managers of the stores in 
the shopping area and inform them about the purpose of your group's field trip. Ask the 
managers to explain how they use various' marketing research methods, formally or 
informally, to gather the information they need concerning customer preferences, 
various products, sales tjreakdowns, etc. Ask the manac^r of a larg<? department or 
variety store to take the students on a tour throughout ihe s^ore explaining how the 
eight major marketiiig activities are carried out in his business. 

Have each student select a top<c for research. Som ' possible research projects that could 
be selected are: (1) How marketing research used Dy various businesses-types, 
methods, personnel; (2) Sources used by different businesses for merchandise-manu- 
facturers, jobbers, general wholesalers, etc.; (3) Personnel employed by the businesses in 
the eight marketing functions and management-numbers, experience, responsibilities; 
(4) Sales Promotion methods used-newspaper, television, radio, coupons, trading 
stamps, fashion shows, etc.; (5) Types of retail and marketing service businesses located 
in the shopping area-department, variety, specialty, supermarket, bank, insurance, etc.; 
(6) Kinds of customers wfso patronize the various stores-motivated by price, service, 
brands, etc. 

Explain to the students that each of them will conduct a marketing research survey while 
they are on the ' cHd trip. Some of them may \j^xK in groups of two or three. Tell the 
students to select an appropriate research method, such as personal interviews or 
• observation. Ask them to decide what information they want to gather and prepare a 
questionnaire survey sheet with appropriate questions. Have the students prepare a check 
sheet on which to tally the survey responses and an evaluation sheet to report their 
findings and draw survey conclusions. 

While you are on the field trip, take slides of the various stores, the displays used, the 
personnel representing the various marketing functions, selling situations, etc. Use ti^ese 
slides as u review throughout the course to review and reinforce various marketing 
activities covered. 

When you return from the field trip, have each of the students or JXudent g^ :*i 
complete his or their check sheets and evaluation sheets. Ask each student or group to 
report the survey findings by an oral review, written report, poster, display, or othei 
suitable means. 

2. Divide the class into groups of four or five. Have each group prepare a skit around one of 
the marketing research methods. Tell each student to assume the part of a marketing 
researcher who would be involved with the type of marketing research method selected 
by the group. 
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Allow each group about ten minutes to draft their skit for presentation to the ciass. Skits 
should be three to five minutes in length. After each group has presented its skit, ask 
the other groups to identify the marketing research methods and careers which were 
involved. The groups could serve as teams, competing for points. Each correctly 
identified career or method could be valued at one point each. 

Individual 

1. Explain to the student that he is going to have an opportunity to conduct his own 
marketing research survey. Tel him that in conducting the project, he will assume the 
roles of several marketing researchers, including the interviewer, telephone surveyor, 
coder, and analyst. " 

Distribute the following student handouts to the student: 

#12 Operation Record Lovers-A Mini-Marketing Research Survey 

^13 Operation Record Lovers-Marketing Research Survey Sheet 

-14 Operation Record Lovers-Marketing Research Check Sheet 

-1E\ Operation Record Lovers-Marketing Research Evaluation Sheet 

Ask the student to read the first handout ^12. When he has completed that handout, 
discuss the project with him. Explain the purpose of the three other marketing 
research sheets, handouts t^13, #14, and #15. 

2. Ask the student if he has ever heard the saying", "A picture is worth a thousand 
words." Ask him what he thinks that saying means. Give him a copy of Student 
Handout ^16: "Marketing Research in Action." Ask him to study each of the pictures 
and decide which marketing research method is being portrayed. Have him explain 
why he selected the jnethod he did. Ask the student to tell you what marketing 
research careers could be involved in each of those situations which are pictured. 

Special Media 

1. Chronicle Cuidiwce Occupational Brief, #254, "Marketing Research Workers" 

2. Science Research Occupational Brief, #210, "Market Research Workers" 

3. The Encyclopedia of Careers and Vocational Guidance, Volume II 

"Marketing Research Wofkers" and "Advertising Research Director" 

4. Films: "A Better Way," "Eddie, Inc.," "The Voice of Your Business" 
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standarciizaition 
and grading 



STANDARDIZATION AND GRADING 

t 

4 

Competency 

Awa.eness of the career opportunities available in the standardization and grinding of 
products or services throughout the channels of distribution. 

Objectives iT^ *\ 

1. Given a hsl of twenty ctIWIi^' marketing, the student will identify the ten 
standardization and grading occupations with 80% accuracy. . 

2. Given ten descriptions >of standardization, and grading occupations, the student will 
supply the appropriate job title with 80% accuracy. 

# 

Concepts 

1. Standardization involves the basic value or limit established for the goods and services 
produced and distributed. It also includes the process of conforming to these 
standards by labeling and inspecting. 

2. Grading is the process of testing, sorting, and classifying the goods or services 
according to the standards which are set. * 

3. Project standards are generally set by the executives of the marketing and the 
manufacturing divisions within a manufacturing company. The marketers are usually 
responsible for standards relating to: 

a. Customer needs, desires, and satisfaction 

b. Efficient physical handling^of goods during storage and transportation throughout 
the distribution process 

c. Effective methods for selling and promoting the product or s^?rvice 

d. Buymg of merchandise, materials, machinery, and supplies 

4. Marketing careers in standardization are available in all types of businesses and 
industries, including manufacturing, agriculture, mining, wholesaling, reta ling, market- 
ing services, as weU as government. 

5. Many specific types or job opportunities are available according to the business and 
project or service involved, but all ^of them can be classified under one of the 
following career categories: 

a. QucJity Control /WjA/a^er-coordinates manufacturing/marketing actu^iesJor prod- 
uct standards. 

b. //?sp^cror~checks product and procedures throughout the distribuyorv^'odess for 
weights, sizes, etc. 

. . 38 • / - > 



ERIC 




c E^.r^)ifH'r rev ev;s 'vnrs< •.;r records ciqainst jctuji (ju^ntilies distributed. • 
c^^Pr\)rfiiCi 'H'sccr - com)an'i^ f)roduct to btcinddrds in performdnce. . 

e. Surhhrds /^V;j/>67 - vupervisos development and ef^forcement of standards, 

f. Grjdtfin f'yrtv;/j^;- supervses sorting cind cUiSSifym^ of commodities. 
(}. Grjr/f//" -sorts :in(j cLissifj'fb commodities for distribution. 

h. SjrnpU\'- rasr.os, smells, ftfots. or ol)serves select^'d portions or examples. 

i. Fif'i'd /4.7f'.nr -uovernrjient Of (^onsumer .igency inspector for qi/ahty. 'V 

J. Coff'plhUh'O //;i''\sr'fA//fyr -^overnfPfmt inspector for hedlth. safety, and .w^fare, 

k-. Mt'tir Chri:Ki ( insfU'cts Yititit <:S c t raf asportation met^?r<i to deter mitVe if 
correct j mount of u'i'cige hjs ber»M recorded. 



Equipment 

1 . Ove'hedd projector 
2 Film projv»ctor- ICfMm 

Materials 

1. Filrits; "Canned Medt Story," Modern T diking Picture TH^rvices 

"Fruits of d Lifetime," Union Pacific Railroad 

"Thdt the Best Will Be Ours," Washington Stale University 

2. Du.ifOfhiry of Of:(:t.'/)J[((jfh)l Titlcb, Volume I 

3. Eficycfufjfx^ui of Cjrtvrs ..ad VocJtiOfKit Guidance Volumes I and II 

4. Fifulnnj Your Job Sf.'f tcs, F in;iey Company 

5. Huf)df)nf)k of Jof) F.tcis, Science Research Associates 

6. OuruodtiOfhil Brrrfs^ Science Research Associates 
7^^ OLCopjli^^fhif GiJK.^JfMi' Sc^f^.'s. Finney Company 

8. ,Orc(ff)jtion,il OiJtiook H.if}df)(j(}k\ U. S. De[.)artnv-'nt of Latjor 

9. 0('i:u()jtfOfis jnd CTfX'f^., wVebst<;r McGrav.^ Hill 

10. V/idroinr/ Oc(.iip,n,(j':di R(;/t s iVork Bn^'fs. Science Research Associates 
Supplies 

1. Con/uubvjC'n [•jpiT iv |jo:u(.'rhOjrd 

2. Bu/?ers, t)e!1s. or iv^isem.iKers 

3. Ts-velve assorteci products (see g'^oup activity ^"1. objective -2) 

Spec!i^l Resources 

1, Student Handout -17- 20 

2. Commercial Games. AcJ Lib, Scrdbble, Probei 



39 



THE STANDARDIZATION SCENE - KEY 



1. Inspector 

2. Examiner 

3. Metef Checker 

4. Grader 

5. Quality Control Manager 



'6. Product Tester 

7. Sampler j 

8. Standards Analysit 



9. Field Agent 

10. Compliance Invov^j gator 



if the student ccrreccly selects 8 of the 10 carc^TS aboye for 80°. accuracy, he will have 
exhibited satistactc.»r y knowledgejjfor objective ^"1. 



'itlOiW P 
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A 
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H 



VESTI GATOR 



'$ |T|A|N|DiA|R|D|S|A|N 
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A 
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A 



P 



J5y 
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N 



U A 



L I 



T Y C 0 N T R 



0 L M A N A G 



N 



0 



A SCO! e of 8 correct answers or 80% accuracy on, the above evaluation instrument indicates 
acceptable understanding for objective -=2. 
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THE STANDARDIZATION SURVEY ^ KEY 



L Inspector^ 

2. Examinler 

3. -Meter Checker 

4. Grader 

5. Quality Control Manager 



6. Product Tester 

7. Sampler 

8. Standards Analyst 

9. Field Agent 

10. Compliance Investigator 



If the student achieves a score of 8 correct answers for 80% accuracy, he will have attained 
sufficient knowledge for objective -1/ 



2. 



1. Quality Control Manager 

2. Standards Analyst 

3. Product Tester 

4. Examiner 

5. Inspector 



6. Grader 

7. Sampler 

8. Field Agent 

9. Meter Checker 

10. Compliance Investigator 



The student will have exhibited satisfactory performance on this test item if he correctly 
Identified 8 of the careers for 80''c to meet the criteria of objective =2. 
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LEARNING ACTIVITIES 

UNIT TITLE Standardization and Grading UNIT J OBJECTIVE ^ 1 

Group ^\ 

1. Distribute Student Handout -17. "Dial Standardization" to each of the students. 
Emphasize to students that each number represents three letters. As students are 
completing the sheet, ask how many studep*s have gotten ^1. See if anyone knows what 
that standardization caroer is. Discuss it with the students. Review each of the items the 
same way. 

r 

2- Discuss the marketing careers in standardization with the students, explaining the job. 
responsibilities and examples of each. Give each student a copy of Student Handout 
~19: "Standardization Scramble/' and review the puzzle information with the group 
after they have completed it. 

Obtain the foHowing items and display them around the classroom: 



carbonated drink pair of shoes account ledger 

nuts and bolts canned fru't perfume bottle ' 

utilities b\\\ box of cereal tape recorder 

insurance policy egg carton 3 candy bars 

Ask each of the students to select two of the products around the room and write a short 
sTQ-y about each of them. Explain that the story should involve the standardization 
process and the career personnel who are in this field. Tell the student to limit the stories 
to one page each. 

Ailow tre students about fifteen minutes to draft their stories. Ask the students to 
identify the products they selected. Did more of them choose carbonated drink? 
perfume bottle^ tape recorder? Ask the students if they can explain why they selected 
the products they did? Did they know more about it? Did tKey like it? Did they own 
one^ 

Give the students another five or ten minutes to finish the^r short stories. Ask the 
students to either read or explain their short stories to the class. Ask the group if they 
think each story is accurate or realistic? Did the story reflect the correct standardization 
personnel. Review the job duties of each of the personnel as the students describe or read 
their stories to the rest of the group. 

Individual 

1- Distribute Student Handout— 18: ''Standardization Career Search" to the student and 
have him circle the ele\'en standardization careers hidden in the cryptogram. When he has 
found the eleven careers, ask the student to list the careers on the back of the sheet. 
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Have him identify at ieast one business, product, or service that he associates with the 
job title. After he has completed the assignment, discuss each of the career titles with 
him, providing examples of each. 

. Ask the student to take each of the following adjectives and match it to the 
standardization career that he thinks it fits most appropf lately: 

Friendly Handsome Punctual 

Detailed • Ambitious Honest 

Well-groomed Dependable Observant 

Intelligent Scientific Businesslike ^ 

After he hjc matched the adjectives to the careers ask him if he had any difficulty 
matching the terns. Ask him to reiate why he selected the adjectives for the various 
careers. Review each of the careers in standardization and the descriptions of each of 

pecial Media 

. Films: "Canned Meat Story'' "Fruits of,a Ljfetsr^e" 
"That the B-Jst VVjU Be Ours" 

. DfCt}o:i<iry c: Occupational Titles 

. -Finding Yojr Job Series, Finney Company 
"Candy Insoector ' "Candle inspector" "Contest Ent^y Checker" 
'Grader (cannery)" "Grain Sampler" 

- i-ij^'^dbook of Job Fjcrs, Science Research Associates 

- Occup3iional Briefs, Science Research Associates 
. Occupa iio n a' Gu id a nee Series. FinneyCompany 

Occupational Outlcok Handbook, U. S. Deoartment of Labor ■ ^ 
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LEARNING ACTIVITIES 



UNIT TITLE Srunc;jn-f:sjtiOfj dnd Grading U. JT = ,1? OBJECTIVE - 2 

Group 

1 Ask the studtM ' - \'. tv?ko out a pi :ce of scratcn ,:aper to ]0* down their ideas. Explain 
that the o^oo:) ;s conit; to share .heir ideas <...d opinions, that there are no right or 
arong answers. Pj;:er5 \.v?ii not be grac^'d"; [i'iey ijre-tor their use. 

Ask students to i'lerend that .they are "slipping into someone eise's shoes." In this 
case tne sno£'s w'i; be people in standardization careers. Tell the students to complete 
e^ch of t^e ^oi-ouing statements with their opmions or reactions: 

If I were a quaiity control manager, you wouldn't catch me .... 

As an inspector, Td be against .... 

i'f^ cor\';nced that an exammer .... 

In pry opinion, a product tester Is ... . 

The way 1 see it, a standards analyst should . ■ . 

It \ ou ask '^■^e, the g'-ading foreman is for . , . . 

if I v\ere a grader, I'd feel thai , , . . 

As a sampler, my choice would be ... . 

! beiieve tha: a field agent .... 

1 don't see^.'hy a compliance investigator .... 

i think TTl were a meter reader, I'd ... . 

State o^A" one ii-e at a t me. riave stucier.ts jot down their reactions or opinions 
Wit-^iP one mirjte. Then ask >t'jCc;nt5 tc pass their sWps forw-^rd. Read som.e of the 
resucnses :o :he groLip. DiscLSS with tne students how thev thought of the career 
involved. Ask the-> *f they had a picture in their minds o*' w^hat the person looked 
i doina :ne job. Review t^e responsibilities of the specific ce^reer. Repeat the same 
o^ocedure for each of the statements listed above, 

2- Deve.cp a pe'sona ity profile for each o* ti^e standardization careers. You may want 
to ha^e the students sucmit some examples. Select ten students the day before and 
g-ve t^em a copy a career p'ofi-e. Ask them to rex'iev^ the persona:it\' mformiation 
for C'ass f^e r^ext cay. 

Divide f^e class :nto two team^. excluding the ten selected students and a moderator. 
Sup;:ly each team with a bei-, buzzer, or r-oisemaker. Ga'e each of the career 
r>e-son5!it'es a p^mber from. MQ, so that eac^ of them has a different num:ber. 
ir-orm tne mooerator that he wiM i^trocuce each oersonality. one at a tim.e. becmning 
with njmiber 1. 
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r.3ch team will alternate asking one question of the personality. The team has thirty 
seconds m whrch to pose the question. Players on a team should be identified in 
order, so that each may ask a question, if any player at any time thinks he knows the 
answer, he may ring the bell or buzrer. When the moderator acknowledges him. that 
player may guess the career. 

If the player is correct, his team earns a point. However, if his answer is not correct, 
his team loses a point. If he is incorrect, the other team may continue with questions 
or guess the career title. In this case, an incorrect guess would not mvoive a penalty 
point. Each team has up to ten chances or questions to reveal the identity of the 
mvstery standarcization career personality. 

Individual 

V Give the learner the Student Handout =^19: "Standardization Scramble." Ask him to 
see if he can unscramble the 'etters to reveal the careers in standardization. Emphasize 
that the career descriptions at the bottom of the page are in the correct order to 
exD^ain the scrambled standardization careers above them. 

VVnen the srurt^nt completes the puzzle, discuss the various careers and give him ex- 
ampies off ihem >n use. Ask him if he or someone m his family has ever purchased or 
receiv/ed sorr.ethingj that was defective or not what they anticipated. Ask him how he or 
tnat ::.erscn fel!. Analyze various products and services, emphasizing the roles that 
stanco dt£atton and grading play in helping to meet co* *umcr needs and wants. 

2- Give the iecrner Student Handout -20: "Situations in Stanaardization." Ask the student 
to p-ace tl^e "X" along the continuum line which ts drawn to show how he would feel 
or act in the given situat'Ons. 

D^scuss eacn o^ t^^e situations with the student. Did he uncerstand the situations 
^rvo:ved^ Ho'A cid he vrew each one^ Did he read information into them^ Did his 
answers ciepenc on otnt^r inforrr^at'ron he supplied? Did he recognize the standardiza- 
tion career oerso^nel ir the situations^ Re^'-iew each of the standa'^dizatien careers 
\v:th h-r^, emchas z.ng the responsibilities of each. 

Special Media 

1. Erci-ci3pedi3 of Ca^t'ers and Voca:(0'':af Guidjnce, VoiLr-ses l a^d ! I 
2- Ccc..:) 'ii9'-:s ^nd Ca'^eers^ VVebster/f/cGraw-Hili 

3. iV^denh^g Occi.^Dationa! Roles hVorK Sn'efs, Science Research Associates 
^IIS "Iracton, inspectors'' 
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BUYING FOR A BUSINESS 

Competency 

Recognition of the major buying decisfons and careers available throughout the marketing 
process. 

Objectives 

1. Given a list of twenty buying decisions and careers with thejr descriptions, the student 
will match each dect?ion or career to its correct explanation with 75% accuracy, 
(knowledge) 

2. Given ten buying siiuations, the student w\\ explain which buying occupation is 
described and in which mdustry or business this career would be found with 75% 
accuracy, (comprehension! 

Concepts 

1. Buying is the marketing function whtch supplies a business with the necessary 
materials, mercliandise, machinery, and or manpower serv ices for its use or resale to 
another business or consumers. 

2. Buying activities occur in all businesses or industries throughout the channels of 
distribution. 

3. Buying involves four rnajor decisions: 

a. What to buy-selection of goods, Quali-y.. S'„.it3btiity 

b. How much to buy— large quantities, small iots, stock balance 

c. Where to buy —extractor, manufacturer wholesaler, agents, buying offices (re- 
sources) at central market, trade shews, /^;r's business 

d- When to buy-best time to purchase and receive goods 

4. Some of the m^ajor buying careers that are '"bie are: 

Purchasing \'anager —supers ses bcy»-^v 'r.achinery, materials, supplies, etc., for 
industry or government ooerat on 

, Purchasing Agent-'buys good^ and sea^ices necessary for manufacturing or government 
organizations ^ 

£xpec//rer— coordinates receipt of n^roessarv rraterials ordered to insure industrial or 
Government schedijied actr\-iTTes 

Purchasing C/er\- —compiles b^^v^ng information and records to-' anv bi;s;ness or 
covemment agency 

Purchase-Price .4n3/Ksr— studies ind e^jaiuates in^o-mation concernrng price trends and 
m>anufactu^ing proce::::es for n:-ccmme^.n3tJDr?s to t^^e pur^hasmj department and 
the industry's mar^gement 
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Pijrchasing Srevvjro-purchases foodstuffs, beverages, and operating materials for hotels 
and restaurants 

TirjK' jnd Sp<u:e Buyer- pur c\^ases advertising spaces or time on radio, tv, newspapers, 
biHboards. etc., ^or any type of business or organization 

Booking /Ai7^v;r-secures performers, movies, or other attractions for entrDrtai.^ment in 
businesses he represents, such as ruyht clubs and theatres, as well as negotiates 
terms and bjys advertising space 

5roAer-buys goods or services as an agerct or wholesaler for resale to wholesalers, 
retailers, marketing seaice industries, or consumers 

De.?/er-buys useci or damaged goods for resale in a retail outlet or to an industrial 
firm for ^ecyciing 

^J'rL:hjf'(1(sr7.g ,1:'.:7?j(;er- determines all merchandising policies, coordinates all mer- 
chunC'Si*^g activities. aT")d cons-jlts with personnel in planning and implementing 
sales promotion campa;gns for either a retail or wnolesaie business 

Sij^ rr-ora-^rs mercha:id^5e ror a retailer or wholesaler for resale to consumers or a 

retainer 

C:^r:iK:rfson 5''- ofv^rr- ^nvestiqaies ^nercha^^cJise and promotional poltcies cf a com- 
petitor's store or,snowroom 

Trj:'y^e~-j.s.i'Sts the bjyors and assistant buyers by providing information concerning 
stock f^rncve'. ove^'sees rotdtion o- stock, a'^d sen.'es as a 5>ale5man or stockman 

/'rr^cTr-r - ij^vs ^C't^Ci'> aooc!^- tq^ r-es^^^e to '^etasiers and wholesalers. 

As6-:"^'-!''-'er~D'<iyS- goocs sm;:!' tots and resells t*^em in jarge groups 

Residt'rt 3jyer—t>u\s apparel, dry goods, ganerai merchandise for retailers or whole- 
salers from his office 'ocatec at a cenfat ^narket 

Joober-bu\s merchand-se In ocJ ;ots iGu:>n:ities>'-sizes, etc), prices and packages them 
if necessarv, and resells to retailers 

D/srr/i?:v ror- buys goods from a producer and handles sales, service, and promotion to 
reta?^ers for a certain region of the country 

'r. Cvcr-hrrV.fi pfoiecto'^.. 16rrm *i*m Dro^actO: . fUmstrio projector 
2 S;.'d.7 K''0-;x'Cior^ cassette tape reacrcer. record player 

1. ^;*'^r-^s: "Fashion-The Careej of Chalienge" 

'"is a Career in the Apparel Industry For You?" 

2. Filmstrros. "Ca^^eers in Buying" 

"Careers in Fashion and Textiles" 

3. Slides: "Careers in the Department Store" 

"Careers in Fashion" 

4. Cassette Tapes: "Career Deve-opmentSeries— The Buyer*' 
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5. Pamphlets: Job Opportunities in Retailing, J.C. Penney 

Merchandise Management Trainee 

6. Career Opportunities: Marketing Business, and Office Specialists 
1, Dictionary of Occupational Titles, \/o\unye ^ 

8. Encyclopedia of Careers and Vocational Guidance. Volume I 

9. Handbook of Job Facts. Science Research Associates 

10. Occupations and Careers. Webster /McGraw-Hill 

1 1 . Occupational Briefs, Science Research Associates 

12. Occupational Guidance Booklets, Finney Company 

13. Occupational Outlook Handbook. U.S. Department of Labor 

14. Widening Occupational Roles Work Briefs, Science Research Associates 

« 

Supplies 

1. Cassette or reel tapes, video tape 

2. Construction paper, posterboard, white paper 

Special Resources 

1. Student Hartcfouts5=^21 ?5 

2. Commercial Games: "Dealer's Che* -e" and "Shopping Center" 

3. Guest Spea* ^r 



45 



49 



tHE BUYING SCENE - KEY 
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A score of 15 or 75% accuracy vviH s^tisfY this objective -=^1. 



Manufacturer 



Wholesaler 



_2_ Time- Space Buyer _4_ Merchandi^^ 

Manager 

5 Purchasing Agent _8_ Buyer 

10 Importer 



Retafier 
1 Buyer 

6 Comparison 

Shopper 
9 Trainee 



Services 
3 Booking Agent 

7 Purchasing 
Steward 



The student receives one point each for identifying the baying career and placing it in' 
the correct business colume. If he achieves 75% accujac\ or a score of 15, he will have 
demonstrated sufficient oroftciency for this objective -2. 
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BUYING UNIT SURVEY - KEY 
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A score of 15 or 7b'-o accuracy on this test item will satisfy objective -1. 



Careers Colunm Business Column 

1. Buyer R 

2. Tirrte-Space Buyer M 
J 3. Booking Agent S 

4. Merchandise Manager W 

5. Purchasing Agent M 

6. Comparison Shopper R 

7. Purchasing Stev^ard S 

8. Buyer ' W 

9. Trainee R 
10. Importer W 

The student will ac-ie\i-e objective =2 \%ith 75% accuracy or a score of 15 correct answers 
on this test tten\ 
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LEARNING ACTIVITIES 



UNIT TITLE Buying for a Business m\1^^4 OBJECTIVE ; 

Group 

1. Arrange the class into teams of four. Any unassig(.<*d students may serve as timers, 
recorders, or scorekeepers. Explain to students that they are going to participate in an 
activity called "Buyer's Buzz." Ask the students to take a sheet of notebook, paper 
and divide it into sections such as Student Handout ^21: "Buyer's Buzz" or- give each 
student a copy of thre tjandout. The activity is a~t)uzz group variation using a 1. 2. 4 
pattern. For each of the three topics-Businesses. ActivitidST'and Occupations-the 
individual student will have 1 minute to think, the 'two partners will have 2 minutes 
to coHaborate. and the team of four will have 4 minutes to consolidate their 
responses. Some type of prize or reward may be given each round or at the end of all 
three rounds. After the class has buzzed on sach topic, discuss the four major buying 
decisions, the various buying activities, and the major buying occupations. 

2. Divide the class into five groups and assign each of them one of following five topics, 
so that each group has a different topic: Food Manufacturer for vegetables and fruits; 
Wholesale Merchant of health acrd beauty aids; Retail Men's and Women's Clothing 
Store; Large Hotel and Restau/ant; Chris Consumer who is getting married in four 
months and must buy a trouMeau. 

Ask the students to deaf away their mertal cobwebs and get ready to participate in a 
"Buyer's Brainstorming." Explain to each group that they will have five minutes to 
see how nnany buying decisions a buyer in their given setting would need to make. 
Ask one person in each group to serine as the recorder. 

While the groups are brainstorming, write five columns on the chalkboard: Uanu- 
faciurer. Wholesaler, Retailer .—Service, and Consumer. When the groups have com- 
pleted, their brainstorming sessions, ask each recorder to write a brief description of 
his group's results. While the recorders are doing tliis, ask the rest of the class to think 
about common decisions that these people might .Ttake. When the recorders have 
completed their tasks, discuss the results. Show the students that the four basic or 
major buying decisions have to be made in ail buying situations, whether it be a 
business or a consumer. 

2. Direct each student to get out a sheet of paper or prepare one for them, so that each 
stjdent has a form similar to the o^.e below: (number 1-20) 

CAREER CHOICES I 1 WhLL |l MIGHT 1 ! WONT 

. ^ \ : \ \ 

± i I i 
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Take slips of paper with buying career titles and descriptions, and give them to various 
students in the -class.'Ask students to read off the job descriptions one at a time and . 
conclude with: "Who Am T?" After students guess, give the correct title and review 
the description. Ask' each pupil to write .the career choice on his paper, and mark the 
column that best expresses how \^ feeis personally about being in that job. 

When all of the buying career choices have been covered, ask the students to review 
-» their- reactions. Are there any similarities according to the kind of business, the kinds 
of products, the job requirements, or other points which students may bring up^ 
Explain to the students that all of the buyers must make four basic decisions, 
although their product or service knowledge may be different. Review the basjc 
decisions. 

Individuril 

1. Distribute handout -22: "Buying for a Business" tc the student and have him follow " 
the d rectjons as given. A hen he has co?T.DleTed the hai^.dout, revsevv the major buying 
dec'Stqns and Q^renrs v.a- hHr*,. Emphasize that ail buyers, whether in a business or a 
consL^'^er, r:iu:t r j%e t^e srrne ^our mc»jor decisions. Explain the diff^erences between 
tr.e careers, - s; v.-^ jl.y r\/t-:o:esaie midd'emen-jobbers, distributors, importers, etc. 

2'. ^ss student TO select the* buymg career v.Tvch would most appeal to hinY and the 
ivuv'-nc decision w!^ich *vr thinks is most important, and prepare an oral, written, 
\ jsuat or 3mdro con^nentary, displav. or report. Ask him to explain what his selected 
■ w'-eer choice does and 'what specific considerations are involved in making the buying 
decisions he derertnned to be the most important. Have him relay why he chose the 
particu-ar career and the bu^ng decrsion,- . ^ • . 

3- Distribute the'Student Handout -23: "Buyer's Blankout" -and give the student about 
fifteen to twenty minutes m which to corrpiete the puzzle. When he has finished, 
rev'iev; the buying terms v;Uh him. and disciiss' wnat each decision and career means, 
" -'irsi asking if he knows what the decision or career is,"*" 

Special Media 

1. Films: "Fashion— The Career of Challenge" 

"Is a Career in the Apparei Industry For Ypu^" 

2. Filmstrips: "Careers in Buying" 

"Careers in Fashion and Textiles" 

3. Slides: "Careers in the Departn^nt Store" 

"Careers in Fashion" 

4. Cassette Tapes: "Career Development Series-The Buyer" 

5. Pamphlets: Job. Opportunities in ReTaiJihg, Penney 

^'^erc.^*andise ,*p^'!amgefr^nt Trainee { 

6. Occupations and Careers. "Purchasing Agents^^^^B^S^s 208-210 
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LEARNING ACTIVITIES 



UNilT TITLE Buying for a Business UNIT - 4 OBJECTIVE ^ 2 

« 

Group 

1. Invite as guest speakers: a retail merchandise manage,", a wholesale buyer, a manu- 
facti^rer's purchasing agent or manager, and a purchasing steward for a lai ye 
hotel/restaurant or a securities broker. Have each of them describe briefly the basic 
buving decisions he has to make and explain his job duties. Request each of them to 
relate his job to others in his company that he consults or ujpervises an<\ to people in 
other companies with whom he works in pedorming^his job. Ask them to sng any 
literat'jr^, pictures, or other materials vi/f">ich would be of it^terest to the students. 
Prepare the students for his arrivot. 

2. Select students for four different fjroups-a manufacturer, a wholesaler, a retailer, and 
a rr»arketing service. Explain to each group that they may choose any kind of business , 
within that category, but their group activity should pertain to the given topic listed' 
below or chosen by ycu, ^ • 

Appoint a director for each of ^he groups. G've each group ten minutes to identify 
character role parts and, the sett-ing. Bring the class into a large semi-circle, and ask the 
m.anufacturing acting guHd To give the topic they were given. Have th^ group 
so*ontaneous!y act their parts Allow about five minutes for each play^and discuss each 
of them at the end. 

Suggested topics to guide the students in creating a buying scene are: 

/'/.^,'7a/^3crurer— Should I buy a very Large quantity of raw materials now at a 
lower unit cost, or should I buy a smaller amount new in case the products 
cioesn't seli \.ve!i or materials costslgo^dovini? 

iV/7o/esa/er— What merchandise should I ^uy lo have on harpd for this year's 
Christmas season? How can t be sure I buy the right gpocfe? . 

.^era/7er^Where should I go to buy our new selection of merchandised Should I , 
just let a buying off fee do* it? ShoulcJ ^'buy from a local wholesaler or from 
many manufacturers/ Should i 90 to our large central market or ^ regional 
trade show? • * 

• Marketing Senvre— When* ts the best time to buy the goods v%?e need to provide 
our customers with j^* sen-'ices^ vVhen should have them oerrvered-~nght 
av^y ar?d have to pay next morTth or later 

3- Refer, to the directions fo' the activity «n Student Handoi't -24: "Buyer's Career 
CBA's" and give copies to the students or explain the game to the'ctass. To make the 
game activity nrore interesting, give the panelists name cards on jotored construction 
paper. Review the quiz Questions vtvith the authorities or make them up yourself fram 
those 5Lbm?tted by tt^e students, Preparirtg ^quest?ons is good reinforcement and 

50 



54 



Individual 

1. Distribute Student Handout #25: "Comparison Shopping Survey" to the student. If 
he Is able to do the project as directed in the community, give any r.ecessary 
instructions. If he can: not go into the community, set up three model stores with 
assortments of products for him to shop. 

2. Ask the student to select a local business that is of interest to him and visit with the 
person who does the buying. Before the interview, be sure the student has compiled at 
least ten questions to ask the person and has made an-appb1ntment. Explain to the 
student that he should investigate the activities of the buyer, his experience and 
prepartiiion to become a buyer, and what t^e buying opportunities are in his field. 

3. Develop a buying situation concerning a product which might appeal to the student 
such as a car, clothes, or records. Tell the student he is going to open a new business 
to serve the school community, so there are no past sales records on which to depend. 
Tell him he has $500 to spend, and give him some sample sources with different 
prices, delivery dates, discount rates, and promotional services. Ask him to fill in the 
Student Handout: "Purchase Order" to most effectively use the $500. Have him 
attach a sheet explaining how he made his decisior^^ Remember, it is not important 
thot he demonstrates skill in doing this activity, but that he understands what a buyer 
or purchasing agent does. 

Special Media 

1. Filmstrip: "Careers in Buying," J. C. Penney ^ 

2. Commercial Game: "Dealer's Choice" 

3. Cjreor Opf)ort(ir.ities: M:irkoting, Business, and Office Specialists 

4. Dictionjry of Occuf) .tioiK)! Titles, V olume I 

5. Encyclopedia of Careers jnd Vocational Guidance, Volume I 
.6. Handbook of Job Facts, Science Research Associates 

7. Occopations and Careers, Webster/McGravx-Hill 

8. Occupottonal Briefs, Science Research Associates 

9. Occupational Guidance Booklets, Finney Company 

10. Occupational Outlook Handbook, U.S. 'department. of Labor 

11, Widening Occupational Roles Work Briefs, Science Research Associates 



PERSONAL SELLING AND SALES PROMOTION 



Competency 

Awareness of the vdSt nufuber of career opf)ortunities in personal end nonpersona! s^lluig 
throughout the marketing process. 

Objectives 

1. Given the titles of sixteen persop;! st;Mtng careers, the student will design^ite each as 
be^ng an employee of a producer, wholesaler, /etailer, or marketing service industry 
vvslii 75% accuracy, (knowledge; 

2. Given twelve descriptions of nonpersonal occupations, the student will supply the 
appropriate job title for each description with 7b% accuracy, (knowledge) 

3. Given twenty job descriptions of selling careers, the student will give the job title tor 
each description and distinguish each as a personal or nonf^ersonal selling occuf)ation 
with 75% acciurac^y. (comprehension) 

Concepts 

1. Selling is the process of assisting or persuading a customer to- make a wise buying 
decision to meet his needs or wants for a good or service 

2. Personal selling involves a direct face to-face or tele()hone contact witli a consumer 
during the sales f)rocess or customer services provided. 

3. Many career oppor turn ties are available in oersonjl selling for people fjroviding 
information about , the f)roduct and giving special customer services, as well as for 
those actually conducting the sale. 

4. Some of the personal selling careers 'available through th(.' channels of distribution 
are: 

MatuifiiCturer's rvpre^ontcitive-SQWs a manufacturer'^. goods to wholesalers and retail 
ers for resale to consumers 

lodtistri.il siilcsnKin—^tW^ goods used to make other goods or for tlie operation of a 
business and works for a producer or a wholesaler 

Pioneer sah^smansQTsjQS the manufacturer by promoting or selling new products. n(^w 
uses for products, or new selling methods primarily to wholesalers who usually 
are new customers in a new territory 

Dealer-Service ScJesiiKin -\q\\qvsjsu\^ a pioneer or industrijl salesman to make sur?.* the 
customer has an adequate su[)ply of the goods by taking an inventory of the 
stock and writing the necessary orders 

M/.K.^ir}/h)r\/ <;n/f.K<inhin—eir[n\n\/ed oeneralh' bv a mf'muf rinturer to rnnt;ict tfie retail 



Siifrs //u/U(/^'r-supervises the training and activities of salesmen for a product, 
wholesaler, retailer, or marketing service industry 

Wholesale sJicwun-'ieWs goods for a wholesaler to retailers for resale to their 
customers 

DetJil sjlvsrnjn -serves the wfiolesaler by checking the stock of retail customers and 
writing orders for qoods 

Rjck sjlt'SffK}f)-i}\6s the wholeSiiler by mventorying a supermarket's supply of 
non-food items, replenishing the stock, and arranging dispUiys 

Truck s.//t'S/Nja employed l)y the wholesaler to sell and deliver food items to various 
retail stores 

D(wr)o/7Stnitor-cm[)\oyed by a manufacturer, wholesaler, or retailer to show a 
product in use to groups of prospective customers 

Sjlesclcrk ■ b\red by a retail store to assist customers who do not need in-depth 
merchandise inforriiation and demonstration and thereby serve many customers, 
often for frequently bought items or lower-priced goods 

Salosnhif) -employ ed by a store to provide creative salesmanship in the demonstration 
and explanation of a product to customers for products which are not 
frequently bought or which are expensively-priced 

Outside s.ilcsf}h}f)-se\\s goods for a retaiier to individual customers in the home or 
[)!ace of business, rather than within the store 

Cjs///6T-works for a retailer or marketing service industry by handling the exchange 
of money for a good or service by cash or credit 

Front desk c/er/c --handles sales transactions for hotels or motels by registering guests, 
receiving payment in cash or by credit card, issuing keys, assigning rooms, 
keeping room records, and assisting guests 

Bellmjn -provides hotel or motel guests with special customer services, such as 
baggage handling, room service, local travel needs 

Model— show features of garment by wearing it and explaining design, etc. 

Service station attendant -provides service to motor vehicles for sale of gasoline, 
motor oil, and accessories to customers 

Advertising solicitor-seWs advertising space or time to a business for a newspaper, 
radio, or television station, magazines, etc. 

Ticket jgent-seWs tickets for transportation agencies to passengers, plans travel route, 
and computes the fare 

/Wc7/rrf? c/'-coordinates activities of food and beverage workers within a restaurant for 
the dining room, lounge, and banquet facilities 

Business agent -represents entertainers in selling their talents to theatres, notion 
picture studios, and other entertainment centers 



5. Many personal selling careers involve another major marketing function a.id are 



6. 'Nonpersondl selling uses special devices or techniques to provide possible customers 
with information dnd persuade them to buy the goods or service, or create a 
favorable image for the business, 

7. Nonperbonal selling is often called sales promotion. Sales firomotion includes 
advertising, d»splay, special promotional techniques, and public relations. Only those 
sales promotion careers' vvtiich do not involve direct contact with a customer are 
classified as nonpersonal selling |obs. 

8. Advertising is any pdid form of nonpersonal presentation of ideas, goods, or services 
by printed or audio visual media for an identified sponsor. 

9: Display is any means of visually sliowing goods, often as they are used, within or 
around a business to attract custonu'rs' attention and^create an interest in buying the 
displayed merchandise. 

10. Public relations includes those activities which are used to develop goodwill or a 
favorable [)ublic impression of a business, organization, f)erson, or group of people 
through news media, special events, and the 'ike. 

11. Special promotional technicuies *}re used ciunny a sales prornotion campaign to create 
extra attermon and inte^'est. Usually plonned and (prepared by advertising personnel, 
these devices tficlude sani(>les, contests, trading stcjr^ips. fasfiion shows, cou[)ons, 
exhibits, and sweepstakes. 

12. Some of the interestincj < ivx-r opf)oriunities in nonpersonal selling areas of sales 
promotion include: 

/A////Oi';//^.t/ ' provides audiences with inforfnation jIkjuI people, places, products, and 
events -in radio, television, theatre, or other entertainment/amusement settings 

Copyivritrr -oblains information about a product or service and the advertising 
sponsor and prepares the original copy for a printed ad or ti i» written script for 
radio, television, or other audio advertising means 

//A/.vfrtvror ~ creates picture or design to favorat)ly show a product or service 
described in lin^? copy of an advertisement 

Layout j/^-ass;embles all the parts of an advertisement into an eye-catching, 
attractive des;;/gn 

Proo^ri^ac/er-cornpares the final cof^y of an ad, story, article, etc., with the finished 
printed p^^ luct to detect and correct any errors 

Roporttr-qnW , information aDout special events and happenings and prepares news 
releases for radio, television, and news()apers 

Fcishion coordinator —promoies new fashions and coordinates promotional activities, 
such as fashion shows, in conjunction with the buying, advertising, display, and 
publicity departments of a store 



S^'ru profiiotcr ' unu cjoorciindtes specii^l pforriotiondl campaigns oSing tech- 

nuju<'s, Duch as sarnf)!es, contests, stamps, coupons, etc. 
D(',fi/jy r//v.K//?rA'- cr(?jtes and plans displays on a drawing board 

Lhspl iy jrranqes tht? merchandise and |)rops into an attractive display as created 

t)y the ciesiqner 

Displ.iy n\inj(j*jr coordinates activities with other departments in deterr^iining mer- 
chjndise to Ue ciisplayed jnd supervises display workers 

Dfsp/jy ttrlu)jcij/} vrcpiires and cleans (iisplay area and assembles or returns 
necessary rnerthandise anci props for the display man 

Dfspljy trj/tufwr-i^Ms the hack drops, floor covering, and other display accessories 
indicated by the (iisplay man 

R^hhi n'l.idODS /nj/z-plans and conducts programs to develop goodwill for a 
[)usiness, organization, or institution 

PfCbS j(/tv;r -organizes information concerning a person or group's activities, prepares 
news releases, gives interviews, plans for public gatherings and otherwise acts as a 
liaison between a person or group and the general public 

Siqfi ivntrr-creiMcs l)y hand or uses a sign printing machine to make display 
showtards. billboard signs, and other visual promotion aids 

Equipment 

1. Overhead pro]ec:or, chalkboard, bulletin board 

2. Filmstrip projector, 16mm film projector, slide projector 

3. Video tape recorder, record player, cassette tape recorder 

Materials 

1. Films: "Ad ventures" "Careers in Sales" "Careers-Sales" 

"Is a Sales Career For Youl^" "Careers in Broadcast News" 
"Opportunities in Sales and Merchandising" "The Journalists" 
"Is a Career in Radio or Television for You?" 

2. Filn)Stnps: "Art Careers in Advertising" "Career Game" 

"Career Exploration: Persuasive Interest" 
"Careers in Illustration" "Careers in Journalism" . 
"Careers in Show Business" "Careers in Television" 
"Selling as a Career" "Writing Careers in Advertising" 

3. Slides: "Careers in Food Merchandising" "Careers in Home Furnishings" 

"Careers in Service Stations" "Occupations in Supermarkets" 
"Understanding Wholesaling" "Your Future in Retailing" 

4. Cassette Tapes: "Career Developrrtent Series/' Imperial Films 

"Careers Unlimited Series," Classroom Productions 

5. Advertisings A Career of Action and Variety 

6. Career Opportunities, New York Life Insurance 



7. Cc^rccr Opportunttit's: Marketing, Business, :::td Office Occupations 

8. Carver World M^^gJ^ifW 

9. Careers Briefs, Careers Publications, Inc. 

10. Consider a Career in Public Relations, Chronicle Goidanct Publications 

1 1. Dictionary of Occupational Titles, Volumes I and II 

12. Distributive Career Series, Fairchild Publications 

13. Encycloped'a of Careers and Vocational Guidance 

14. Finding Your Job Booklets, Finney Company 

15. Jobs in Aavertising 

16. I^odeling Careers: Glamour and Hard Work 

17. Occupational Briefs, Chronicle Guidance Publications 

18. Occupational Briefs, Science Research Associates 

19. Occupatior^al Guidance Booklets, Finney Company 

20. Occupational Guide Series, California Department of Employment- 

21. Occupational Outlook Handbook, U. S. Department of Labor 

22. Occupations and Careers, Webster/McGraw Hill ' 

23. Opportunity is Retailing, National Retail Merchants Association 

24. Project Loot}) Units, Florida State University 

25. Vocational Guidance Manuals, Universal Publishing Corporation 

26. Wfuit Job For Me Book Series, Webster/McGraw Hill 

27. Widening Occupational Roles Work Briefs, Science Research Associates 

I r ;sTi:?bo^rd, construction paper, white p^jper, magic markers, tapes 
2. Rulers, g\ve, scissors, tape, thumb tacks, magazines, newspapers 

Special Resources 

1. Student Handouts ^26-33 

2. Commercial Games: "Auctioneer' and "Masterpiece" 



KEY 
THE SELLING SCENE 



1 . Personal Selling Careers 
Front Desk Clerk 
Detail Salesman 
Salesclerk 
Demonstrator, 
Industrial Salesman 
Convention Managers 
Manufacturer's Rep 



Service Station Attendant 
Cashier 
Bellman 
Sales Manager^ 
Outside Salesma 

Advertising Solicitor- — 

Missionary Salesman 



Ticket Agent 



Business Components 




Producers 



^Wholesalers 



Retailers 



Marketing Services 



NOIE: The to-n of 24 lines from the careers to businesses includes: 5 to Producers, 
to Wholesalers, 6 to Retailers, and 7 to Marketing Services. 



A score of 18 correct answers for 75% accuracy will satisfy objective 



1. Announcer 

2. Ccpywr'ter 

3. Illustrator 

4. Layout man 

5. Proofreader 

6. Reporter 



7. Sales promoter 

8. Display designer 

9. Display man 
10. Display trimmer 

\1 1. PR man 

12. Press agent 



If the student answers 9 of the above items correctly for 75% accuracy, tie will have attained 
sufficient proficiency for objective #2. 



Selling Career Title 


"P/N" 




Selling Career Title 


"P/N" 


1. Business agent 


P 


11. 


Reporter 


N 


2. Maitred' 


P 


12. 


Demonstrator 


P 


3. Ad solicito)' 


P 


13. 


Rack'salesman 


^ P 


4. Service station attendant 


P 


1,4. 


Salesclerk 


P 


5. Front desk clerk 


P 


15. 


Manufacturer's rep 


P 


6. Cashier 


P 


16. 


Dealer service salesman 


P 


7. Announcer 


N 


17. 


Sales promoter 


N 


8. Copywriter 


N 


18. 


Display m.an 


N 


9. Illustrator 


N 


19. 


Display trimmer 


N 


10. Layout man 


N 


20. 


Press agent 


N 


student will satisfy objective 


it2 if he correctly 


identifies 30 of the 40 parts listed 



above for 75% accuracy. 
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KEY 

THE SELLING SURVEY 



PRODUCERS *^ 
IndufjMiil Salesman Missiondry Salesman Sa :s Manager 

Manufacturer's Rep Demonstrator 

^VHOLESALERS 

Industnal Salesman General Salesman Rack Salesman 

Sales mana(]er Demonstrator 



RETAILERS 

Sales Mijoacjer Demonstrator Cashier 

Sales Clerk Outside Salesman . 



MARKETING SERVICES 

Ad Solicitor Sales Manager Business Accent 

Bellmjn Maitred' Cashier 

Convention Manager Front Desk Clerk 

e 

If itie student correctly icientifies 18 of the careers for 7b% accuracy, he will have shown 
sufficient^ knowledge for objective -1. 



1. Sales promoter 7. Announcer 

2. Display designer 8. Copywriter 

3. Display man 9. Illustrator 

4. Display trimmer 10. Layout man 
b. PR man 11. Proofreader 
6. Press agent \ 12. Reporter 

I? the student receives a score of 9 coriect answers for 75% accuracy, he will have 
satisfied objective ^2. 



3. A total of 40 points may be earned on this evaluation item. 



Selling Career Title 

1. Dealer service salesman 

2. Sales promoter 

3. Display man 

4. Display trimmer 

5. *^ Press agent 

6. Business agent 

7. Maitred' 

8. Ad solicitor 

9. Service station attendant 
10. Front desk clerk 



X 
X 
X 
X 
X 



'W" Selling Career Title "P" 

11. Cashier X 
X 12. Announcer X 

X 13. Copywriter X 

X 14. Illustrator ' X 

X 15. Layout man X 

16. Reporter X 

17. Demor]strator X 

18. Rack salesman ^ X 

19. Salesclerk X 

20. Manufacturer's rep X 



The student will achieve objective if he answers correctly 30 of the 40 parts for 75% 
accuracy. ' 



LEARNING ACTIVITIES 



UNIT TITLE: PenonjI Selling iukI Sales Promotion UNIT ^ \/ OBJECTIVE # 1 

Group 

1. Write the words "Yes" and "No" on the chalkboard or overhfJad projector. Explain to ^ 
the students that all answers they give are acceptable 3nd no right or wrong answers 
are involved. Ask fhe students how many of them think they would like lo be a 
salesman, and wnte thai number under tfie yes. Ask how many of them would not 
like to work as a sjL'Sman and write that number under the no. 

Select students to explain why they would and would not like to be salesmen. Explain 
different kinds of salesman positions, including all business components in the 
channels of distribution. Include those covered in the student's handouts. See if 
students can add to tfic list. Repeat the vote of whether or not students are interested 
in becominr; salesmen. Check to see if there were any changes in votes and ask 
students to tell why they changed their minds. 

2. Ask each student to select a product of interest to him, find as much information as 
he can about it, and bring it to schoo' if at all possible. If he cannot bring it, ask him 
to bring an illustration or picture of it. Ask each student to select a personal selling 
role in which he can sell his product. Tell him he may wish to choose a service, 

Discuss the basic responsibilities and activities of *\ salesman, such as greeting a 
customer, discovering his needs; explainmg the product or service, , overcoming his 
objections, closing the sale, suggesting additional items or services, completing the sale, 
and followup customer services. Remember, we are only interested that the student 
understand what a salesman does, not in how well the studOnt performs. 

Divide the class into pairs and hiive students alternate as customer and saiesman. 
Allow them fifteen minutes to practice. When the time is up, split the class intp two 
teams, so that each pair remains on the same team. Flip a coin to see which team will 
go first. Have the first pair of that team present one of their sales situations within 
one or two mmutes. The oppjosing team has thirty seconds to collaborate and tell the 
personal selling career title and for whom he works in the situation that was en'^acted. 
i Uie team is correct, tfiey earn one point. 

It that team does not answer correctly, the team whose players acted may guess the 
career and business. If they are correct, they receive one point dnd continue their turn 
in guessing a sales situation represented by a pair from the opposing team. If they 
were incorrect in guessing the career and businp-s missed by the opposing team,, they 
still receive their regular turn and are not penalized for mtssing it. The team with the 
greatest number of points wins. 

When the game is over, ask students on each team, alternating teams, to name careers 



in personDl selling that were not portrayed and for which busine<^^ component in the 
chcinnels of distnbutjon they v^ork - producer's,' wtiolt/salers, ro.tcvilers, or consumers. 



Individual 

1. Dtstr;buto Student H.indou! ^'2G; "Careers in Pcr^onji Seluntj" to tin* student and ask 
hirf; TO study the infornvjtion. When he hjs finished, di^/:uss the nujterial with him and 
Nee '\i you ci'jn clc-ur up jnythinc)Vu* did not understand sn tl^e handout. 

Ask tlie sti)d(Tit \tj tiike "a '.n-cc o* i^ii^vt an(f v\rtte tour column hu^dmgs of: 
Producer. Wi ■olfsji^'i". RcuJiltT. .ind' \\:rK' *tin(j Services to represent the four major 
[)usiness conif)orv'nts m t[>c channels ol d!Stril)ut ion, Ask hini to see how many of the^ 
pe'^sonal se! ir^^ cjr'n»rs h.e can list' under i-ach of * .r tour" columns, if he did not 
rumembe^ them all, rr.ievv tho:.e whicfi h(» did not nclade, ex[)laining the diffc"enc>s 
between salesmen t?n)plov(.*d t)y the same types 'businesses, such as pionee., 
industrial, arxj n^.isstonary salesi^ien wlio UW work for ii niunufacturer, 

2. Distribute StucJent H^indout *:27: "Selectinq ttie SaU'sman's Eoss" to the student. Ask 
the student to study the persof^al S(»llin(] careers ytven and to place an "X" in the* 
boxes under tfie a[)propric»te columns to slidw wrii(:h l)usiness or businesses employ 
eacfi salesman. Discuss those that tfie student tT.tssed, emphasizing the differences 
betwcc^n them. , 

3. Ask the student to select aj)ersunal s^.lling career that he vVould be most interested in 
pursumq. Ask him to check refer^^Mice materiuls in th^e library, as well as any you have 
in your room or in yuidancf' Ask fiim to <nteruiew two people workmg in that career, 
if ■|)OSStble. Have him qot information cover -iq the followmq points: 

a. Ten tasks tlie [)erson [)er^C)rms n his jot) 

b Educational and work experi:»nce reciuirements needed fur the job 

c. Starting salaries, innqe t)enefits (vacation, retirement, insurance-) 

d. Ofiportunities for promotion - next run on the career ladder 

e. Advantjqes or dir.advantages of f)arricu!ar [;ersoruil sellmrj job 

Special Media 

1. Films: "Careers in S'lles" "Ca. eers -Sales" 

"Is a Sijles Career For You?" 
"Opfjortunities in Sales and Mercfiandisinq" 

2. Filmstrips: "Career Game" 

"Career Exploration: Persuasive Interest''^ 
"Selling as a Career" 

3. Slides: "Careers in Food Merchandising" "Careers m Home Furnishings" 

"Careers'in Service Stations" "Occupations in Supermarkets" 
"Understanding Wholesaling' "Your Future in Retailing" 
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4. Cassette Tapes: "Career Develoomen^ Series/' Imperial Films 

"Careers Unlimited^rles," Classroom Productions 

5. Career Opportunities, New York Life Insurance 

6. Career Opportunities: Marketing; Business, and Office Occupations 

7. Career World Magazirje* ' 

8. Careers Briefs, Careers Publications, Inc. 

9. Consider a Career in Public Relations, Chronicle Guidance Publications 

10. Dictionary of Occupational Titles, Volumes I and II 

11. Distributive Career Scries, Fairchild Publications 

1 2. Encycloperlka af Careers and Vocational Guidance 

13. finding Your Job Booklets, Finney Company 

14. Modeling Careers: Glamour and Hard Work 

15. Occupational Briefs, Chronicle Guidance Publications 

16. Occupational Briefs, Science Research Associates 

17. Occupational Guidance Booklets, Finney Company 

18. Occupational Guide Series, California Department of Employment 

19. Occupational Outlook Handbook, U. 3. Department of Labor 

20. Occupations and Careers, Webster/\.cGraw-Hi!l 

21. Oppcrtunity is Retailing, National Retail Merchants Asst.'^:iat"on 

22. Project Loom Units, Florida State University 

23. Vocational Guidance Manuals, Universal Publishing Corporation 

24. What Job For Me Book Series, Webster/McGraw-Hill 

25. Widening Occupational Roles Work Briefs, Science Research Associates 



66 



LEARNING ACTIVITIES 



U N I T T I T L E Personal Selling and Sales Pronto tion U N ! T 5 O B JE CT I V E 2 

Group ^ 

1. Write "the foMowing question on the chalkboard or overhead projector before class 
begins: "Dqes advertising have an effect on you?" When class begins, \sk a student to 

. explain why he thinks adyertisinq has an effect on him. Ask another student to 
explain why he does not feel ad^/ertising has an effect on him. If no one takes one 
side or the. other, play the "Devil's Advocate" and present that side of the argtjment 
See how many in the class think advertising has an effect upon t^tem and how many 
do not. ^ 

Divide the class into two teams, select a scorekeeper, and explain the rules of "Tic, 
Tac. Toe' as foi.nd in Student Handout =-28. Develop a l,ist of advertising slogans and 
advertisers.^ Some have been included with the game rules to assist you. Play the game 
as directed- 

Foi'ow the game with a discussion of the effect of advertising and other kinds of sil'es 
promotion careers/ Ask students to see if they can identify any other types of sales 
promotion. For each kind of sales promotion, see how many careers they can guess. 
Cover all those included in student handouts, explaining briefly wh-^r each of them 
does. Use newspaper ads, a miniature display, fashion shoix-s, sponsoring local teams, 
and 5 news release as examples of how careers are relc^terf within each of the 
pTcr'iOtionaf areas of: advertising, display, special proiro-^ona? techniquef, public 
relations, and publicity. 

"2- Ask each student to bring a shoe box or some^her- small cardboard box to class. 
Accumuli-te the following materiii-.s: conitruction* paper, giue, sj^ssors, tape. m»agic 
iiarkers. crayons, posterboard, paper dcHs, sma^l ie\.\'elrY boxes/ miniature furniture 
and cars. Tvlany of the students can bring these frrm home, as well as other thirgs 
wnic^i may be needed. 

Ask each student to select a kind of business of interest tc him and a product carried 
by that business. Explain to tne students -that each of them will assum-e the roles of 
all display v\t)r<ers that would be invoived'in creating a display Discuss v\nth thern the 
order in which the display workers wou'd become involved beginning with the display 
manager and the display designer. Question thorn so that they arrive at the 
conclusions, such as: '1) tr^e display manager decides what will be displayed in 
conjunction with other department msriagers: (2) the display designer plans th3 
display on paper; (3) tne disnhy technician *^^eans and prepares the display area 
Include the signAriter in the prcj^-^t. 

Have each student explain, orally or in writing, what he did with hrs disoiay project as 
. ha assumed the various display career roles. Each display career should be iUustrated 
v*«th at least one activity that he performed. 



3. Obtain the following equipmp:"t, materials, and supplies: upe recorder and tapes; 
video tape recr-^cior mc video topes; typewriter; signpress or lettering kit; white paper, 
8'>" X IV. rule»s, glue, scissors, pencils, cravons. n^agic m^f/.efs. felt tip pens, 
masking tape. <iC0tch tape, uld magazines and newspapers, construction paper, 
^posterboard. 

Ask each student to select a business and a product of interest to him. If possible, it 
should be the same as foi the display proiect abovO. Explain to the student that he is 
going to develop a sales promotion campaign including Xidveriislng. sales promotion 
tech -lues, and P'^blic relaiir ns or publicity. Have him create an advertisement of his 
cho : newspape.' or m^^gazine advertisement. 1 mmute radio S[)ot. 1 m;: ute television 
con *!>t:rclai. a snail billboard, or a fiver. Ask him to create a plan for a special- 
.?romottona! tecnnique, such as: samp^^'s. coupons, fashion shows, product demon- 
stration, or contest. Have him prepare a nevv-s release about the busmess, either as a 
newsnapcr story or as a rad'O or television feature- 
Ask students to keep a diary of the activities in which they become involved and the 
sa'es v^Tor^oV^on roles that they assume in performing the activities. Periodically, 
th-^; ^out the projects, discuss with the class the sales promotion careers that are 
■r.s^ J and what each of these workers does. If possible, display some of the 
pro t;cts abound the outside of the classroom, as we-l as withm the classroom.. 

(:idivtdual 

1. Dis:r»tv^te the Student Handout -29: '"Ne^'ncetson^' Selling Careers in Sales Promo- 
tion* to the- student. Ask t'fe student to exDlain the term.s sales promotion, 
aJvertismo. display. Public relations, and nonpersona' seUing. Have the student select 
tr-i- which most interests him and arrange for him to visit with a person working 
If : ue\c. If jossble. have him obse^e that person working on the job. Ask the 
si - .v-^^: to identify the tasks tna: :-e worker r^erforrhed. Review his ob>eaation with 
r.;-r -eafnc t^vit CcreC' and a^ea to the other careers and types of siles promcton. 

2 G^w-e vour stu dent t""e Stu j^n: Har y^- y M T j::¥':^ — :^A»- :AJ*t:. lI^c/^ neacnma You^" 
DiSCuss i^e pu'noses advertising with rim-, including product information for new 
:^.rod.;cts sr.d new uses for products. Ask the student to think of ihe difrerent kinds 
c' advef-tis-nc rh^t is done. 

A$s^c:r. the student an advert-stng project in which_he will collect samples of different 
tvces or advertistn-2. $ucn as: rtewspaoer and ma^gazine ads. handbiiis. brochures, match 
covers r-enci's, etc. Have him review e rad^o sp^at and :.e!ev":s:on commerciaK Obtain 
sr-ace abound sc'^O'C^ -in t^.e haluvays. hbra^''. guidance, etc. Have the student display 
rr.t; mate'-ia's including a tit-e that relates ad-vert?sing careers. Such ,^ title rriight be: 
■*Artist»c Activities of Ach/ert^sing Workers/' It possible, find illustrations o: oeople in 
:hi vo'^ious ad-wertis^na careers. Disc-lay these WJth 'the cr^reer title around the ad 
materials. ' .: 

3. Oota^n a sma 1 d:SL;=av a^ea witnm the schoo'. such as in the corridor or near the 



\ 

\ 

-\ 

bookstore. Ask the student to select a-^rna!l product that he owns and can bring to 
school. Explain to him that he is going to assume the roles of display personnel by 
creating a small display. Discuss With hsm the order in which the people become involved 
beginning with the display manager, then the display designer, and so on. 

Ask the student to jot down a ^'st o'^ things that he will need to do and m the order 
t^^ct ihey \\\'\ ntx^d to be done. Ask him to ^dent^fy what display personnel he \\\\\ be 
representfng v.hen he performs the&t' tasks. Prov-de him with supplies and materials. 
Bo'^ow some from a local business or Distnoutive Education coordinator if necessary. 



Special Media 

\ f-.'.nrs: ' 'Ad- Ventures" ''Careers in Broadcast Nev\-s" 
^'The Jo jrr^al;sts" 

"\< a C^re^r :n R.-^dio or Television for You^" 

2. F:ims*rips; '"Art Ca'^eers in Advertising" "Career Game" 

"Career Exploration: Persuasive. Interest" 
"Careers m 1 i'ustration" "'Careers in Journalism." 
' Careers in Show Business" "Careers in Television" 
"Writing Careers in .'Advertising ' 

3. Cassette Tc::es: "Caree' De-elcpnent Se^'ies/' im;^crial Ftlms 

. "Careers Uniimited Series/' Classroom* Productions 

4. AcfvryTts-rc' .4 Qr'^eer of AcTi'or and Variety 

5. Ci-r'-et''' G^^^ro^:.. ^5, New Yo"k Li'^e insurance 

3. Cj'^tx'r Cc;::orT:^rft.es: ^\:'^ke:h^g_ S'jSi'ness. and Office Occuix3:'ons 
7. C?rfer ivor>cf 

S- Ccr^fi^Ti ^r^v^^s. C.:rvers Publications. Inc. 




14. OL.\..:.>..r^oru ' 5r/r^. C^rcrc^ Gu-aa^ce ^Lbi:catio^s 
*5. Oa\.:-.::'0:u' S:-.t:*<:. Science ^esearcn AssocaTes 

16, Orn-iL^.:r^:vTj; Booklets. Fmnev Com^Danv 

17. Ccc.,r.::'on^^ G:.!de Series, Caii'^ornia Depanmsen: of Emnloymen: 

15. 0cr,.r3j:'O-^:; Ouzijck rr3^rjaxk. U. S. Deoan:m>ent o^ Labor 

19. C::c.^o^Tions 3'-d Cj^ree^s, Webster VcGraw-Hill ' 

20. ' OiJDor:ijn>y ^ Rezjir^g. \at^ona' Retail Merchants Association 

EKLC 



21. Project Loom Units, Florida State University 

22. Vocational Guidance Manuals, Universal Publishing Corporation 

23. What Job For Me Bonk Series, Webster/McGraw-Hill 

24. Widening Occupational Roles Work Briefs, Science Research Associates 
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LEARNING ACTIVITIES 



UNITTITLE Personal Selling and Sales Promotion UNIT ^^^5 OBJECTIVE J 

Group ' ^ 

1. Divide the class into four sales teams. Each team will represent one of these four 
types of businesses: a manufacturer, a wholesaler, a retailer, and a marketing service 
industry. Each group may select a product or service which they plan to sell and* 
promote. Each group -will have a sales manager, advertising agent, display man, pub!ic 
relations representative, and sales promotion specialist. 

Each group as a unit must develop its sales promotion campaign and sales strategy for 
the particular product or service. The team for the manufacturer might select 
lawnmowers. In this case, lawnmowers ace usually handled by wholesalers. The group's 
program would have to appeal to the wholesale customers, as well as provide the 
wholesalers with assistance in appealing to their retailing customers. The sales program 
would also include methods for selling to the retailer and the consumer. 

Explain to the groups that each of them should include samples, illustrations, 
demonstrations, etc. for all selling areas. If possible, obtain a video tape recorder for 
students to prepare short television commercials. Secure several reel or cassette tape 
recorders for students to tape radio spots. Refer to the supplies list at the beginning 
of this unit, so students can prepare such things as small billboard, catalogs, brochures. 
sa:es manuals, product packages or labels, newspaper or magazine advertisements, etc 
Students may carry out a project individually or the group may work on some of 
them together. A* television commercial, for example, will most likely take more than 
one student. 

IVnen the groups have completed their sales programs, have each member of a group 

explain a Ohase of _the prnjr ;am THp priv-<arriglrin A^^t rr\i\\r\ rli^ncy a ttf^lgwkion 

commercial; the sales manager cou:d gW-e a brief sales demonstration referring to the 
sales manual. Emphasize to students the various roles whfch they performed. Include 
others which rr\ay not have been involve and classify each of them as personal and 
nonpersonal. 

2, Distribute the Student Handout -31: "SALES SCR AD" to all of the students or 
explain the activity to thenv Reproduce copies of the sam»ple card or have students 
make their own from paper, construction paper, posterboard, or the Jike. Explain to 
the students that for purposes of *the game, some careers, such as Demonstrator, ha\*e 
been included under the sa'es promotion columns, rather than under personal selling. 

In playing tne game, you may read the career descnption and give one clue about the 
column in wt^.ich it is fojnd Or you may say Or the student moderator}, under the 
. "A": prepares original copy material for a pnnted ad or radio script." In the second 
situation, the student would know that the career would be in the Advertising column 
if he had it on his SHRAD Sales Card 
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Ask ihe learner to complete Student Handout -32: "?'?lling Selection." Explain to the 
student that he should give a specific type of business. For example, the front desk 
•clerk works for a hotel. The student should give the answer hotel, rather than just the 
service industry. Tell the student that the customers served mean producers, whole- 
salers, retailers, service industries, or consumers. Remind him that he is to indicate if 
each selling career is personal or nonp|fsonaI by piacmg a "P" for personoi or en "N" 
^or nonpersonal m the left column. Emphasize to the student that the business anu 
C'JStor>ier's columns may have more than one answer. Review his responses witn the 
student, c^a'-ifying the selling careers, job activities, customers ser\'ed, and its classifica- 
tion as persona' or nonpersonal. 

Provide the student with the Student Handout -33. "Personat Product Inventory."' If 
the stjvlent says he does not know what influenced htm to buy the items he listed, 
ask hjrti how he first found out about the product. Did a fr^end have one or teU him 
aoo'jt it^ Was he shoopmg-and a salesnan showed it to him? Did he see it in a 
magazine or newspaper^ Did he hear it on radio or television^ 

V.ren the student has corr.pleteu the inventory, ask him to select one of the oroducts 
about wh en he things he knows the nncst. Aik him to prepare a sales campaign 
notebook ivtth sections on selling features that a sa-esman would use. two advertise- 
merts (such as one sample ad layout and one Tadio script), a sketch of a display, a 
pubhc relations activity, and a specia? sales oromctiona! technique {such as a fashion 
show or contest j- 

Remird the student that he should not think of a selling program just v^iZ.wvr a 
reta-ler ar^d a consumer. En^.pha$;2e that in most cases, the producer ^^--.i ^rjli^ 3 
who esaier or retailer as iveH as the consumer. Have the student" w - ^x^u*^ ^ v *ef 
exr>:ana::or o^. the careers tnat could be invoked wah^n each ohase or ::-^t^o.^ ms 
sa^es project, including whether the career 15 persons? O'' nonpersonal. 



STORAGE OF MERCHANDISE 



Competency 

Awareness of the major types of storage and the career r^^^.'jrtuntties that are available in 
the receivrng, stocking, and shipping of merchandise. 

Objectives 

1. Without assistance, the student will list the six major services of storage and nine 
storage occupations with 80% accuracy, (knowledge) 

2. Given a storage situation involving the receipt and shipment of goods, ihe student will 
identify ten storage careers in the order in vvhjch they would be involved »n the 
receiving, stocking, and shipment of a line of 'merchandise with 80% accuracy, 
(comprehension) 

Concepts 

1. Storage provides the time and space necessa^'v to house merchandise until it is needed 
for industrjal purposes of distribution to consumers 

2. Storage facilities or warehouses provide six major ser\*ices: 

a. Space for housing goods for manufacturers or wholesalers 

b- Reshipping goods for manufacturers to surrounding districts 

c. Fill orders from warehouse stocks for wholesalers and retailers 

d. Packaging, labe'iing. and pricing goods for bu^k gck.^ds received 

e. Sr>eciai services, such as fumigation, and efficient equipment 

e. Office rooms and rii^n^av S T t ^r^ m^ni;f;;r'-i-rA»-> r-*ir w-ir-p ^ c- V * -V....^ 

3. A va/'vuv ot jobs with opportunities for acK'ancement are availabie: 

a. '^Varehouse Supen rsor— coordinates activities within the>varehouse 
bu PeceivIng Oerk—ci^ecks in merchandise between purchase in\o?ce 
. .V3:eria^s ^\?^?c'/er— transports gooes bervi^-een dock and stockroom 

d. Sroc^.Tia'?"- stores nrjerchandise in an appropriate order 

e. Inivntory Co^TroI C/ctr —checks merchandise or hand to determine surpluses and 
shortages :n the vua'-ehouse 

f A^:?^i^:er— prices jnd sonr^etimes labels incoming merchandise 

Trafffc Ifanager— decide method-and routes of det:very or shipment 
h. Pack:ng Sapen'^rsor—su^erV'Ses picking and packing cf shipped goods 
L Order PcAer- selects merchandise from shelves or. bins tO be pac kec! 
'I Packer— prepare n>erch5ndise fc^^ shForrent in boxes, crates, etc. 
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^ k. Shipping C/erA: -checks order to see if it has been filled properly 

' I. C/7ec^er- inspects incoming nrterchandise for qualuy. sizes, styles, etc 

4. Storage careers may be found with all types of prodMcers, wholesalers, retailers, and 
marketing seryice industries, 

• 

5. In smaller businesses, one person often assumes the responsibilities of one or more 
storage jobs, such as a shipping-receiving clerk, a stock clerk (stockman and inventory 
control), etc. 

Equipment 

1, Overhead projector, chalkboard, bulletin board 

2. Slide projector, 16mm film projector 

* 

Materials 

1 . Film: "The Story of the Wholesale Market" 

2. Slides: "Understanding VVhoiesaling" and "Your Futurejn Retailing" 
3- Career Briefs, Careers Publications 

4. Cjreer Opportunities: Marketing, Busiryess, and Office Occupations 

5. C^'-f^ers Booklets' Institute of Research 

6. Dictionary of Occapahonai Titles 

7. Encyclopedia of Careers and Vocational Guidance, Volumes I and 1 1 

3. Finding Your Job Series, Finney Company 

9. Handbook of Job Facrs, Science Research Associates 
10 Occapa:/oca/ Br;^/^ Chronicle Guidanpe 
* r Occupatfonal Briefs. Science Research Associates 
12. Occuoationaf Guidance Book/ets, Finney Company 
13 OccuojT'onaf Outlook Handbook, U. S- D^^partment of Labor 
*4 Occupatfors and Caree!^s. Wei^ster McGrawHiil 
'5 ^rojec: Loor:-: Units. Flc^icJa State Universit>* 

'6. I' /r.^:?-:'^>\; Cccup3::or:!cTl Ro'es IVo. k Briefs. Science Research Associates 
Supplies 

1 ^'oste^bward. construction pa-jer, ^vhite paper 

2 G:ue. sctssoi'S, r^ask^nq tope, nrers. magic rr*arkers\ 



Special Resources 



THE STORAGE SCENE « KEY 



1. Six major services provided by storage facilities are: 



physical space 
reshippinq qoods 
filling order;^ 



packaging, labeling, and pricing 
special services 

office rooms and display space 



Any nine of the following storage careers are acceptable: 

stockman marker packer 

receiving clerk traffic manager order picker 

materials handler packing supervisor shipping clerk 

warehouse supervisor inventory control clerk 

A score of 12 correct answers or 80% accuracy on this test item indicates sufficient 
knowledge for objective -1. 



2. Ten of the following storage careers mzy be identified. Exact order is not necessary 
with the receiving and shipping catecories; 



Receiving 

1. Warehouse Supervisor 

2 Receiving Cierk 

3. inventory Control Clerk 

4. Materials Handler 

5. Checker 

6. Marker 

7. Stockman 



Shipping 

1. Warehouse Supervisor 

Z Shipping Clerk 

3. inventory Control Clerk 

4. Materials Handler 

5. Order Picker 

6. Packer 

7. Packing Supervisor 

8. Traffic Manager 



If tf>e student correctly identifies 8 of tne ten careers for 80% accuracy, he will have 
demonstrated understandtrg for ob}ectr>.^ -2. 
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THE STORAGE SURVEY KEY 



1, Six major .services provided by storage facilities are: 

physical space packaging, labeling, and pricing 

reshipping goods special services 

filling orders office rooms and display space 

Any nine of the following storage careers are ar.ceptaWe: 

stockman marker packer 

receiving clerk traffic manager ordei picker 

materials handler packing supervisor shipping clerk 

vvarehouse supervisor inventory control clerk 

A score of 12 correct answers for SQ% accuracy is satisfactory^ for objective ^1. 



2, Ten of the following storage careers may be identified. Exact ocder is not necessary 

with the receiving and shipping categories: 

-> 

^ Receiving Shipping ^ 

1. Warehouse Super\ isor 1. Warehouse Supervisor 

2. Receiving Clerk 2. Shipping Clerk 

3. Inventory Control Clerk 3. Inventoi Control Clerk 

4. IVlaterials Handier 4. Materials inandter 

5. Checker - . ^ 5, Order Picker 

6. Marker 6. Packer 

— ?— StockmcTT " 7, Pacxing SupeKTsor 



8. Traffic Mana^r 

When the student identifies 8 of the storage careers in the above test item for 80% 
accuracy, he will have achieved acceptable proficierKiy for cbjectrve ^2. 
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LEARNING ACTIVITIES 



\JK\TT\T IE Storage of Merchandise . UNIT^?5 OBJECTIVE / 

Group 

1. Give eatlT student a copy of Student Handout =34: "Storage S<tu<rtk)ns/' and give the 
group Bbout ten minutes to iot down their ansvi»ers. At the end of ten minutes divide 
the class into five groups. Assign each of the groups one of the situaiions. Ask each 
group to cor.ipare its members' reactions on their as^iighed situation. 

Have each group select a recorder who vvifl reix)rt to the class the group's discussion 
and contlusion, if any. Allow the groups approximately fifreeH mkiutes. *Ca!l the'm 
b3Qk togetner aird asik ecC*T recorder to give a . brief review^of her group's activities. At 
the end of each report, ask the students what the responsibilities are of the various 
storage careers. • > 

Thrqugnout the class dispussion, insert questions pertaining to these services that are 
provided by storage lAcilit,es. Ask students tc identify warehouse services, making sure 
they understand that they are used ij^ all kinds of business. Explain that although 
most of the storage careers and facilities are related to v/holesalers. many people are 
employed by manufacturers and retailers m full-time positions, as \ve\\ as part-time 
jobs- 

# 

Reviewv the six noajor seruicgs provided by storage facilities and the people who vvork 
. them. Re-emQbasize the twelve primary storage careers found in most major 
• warehouses.^ . _ ^ . * • * - 

Zi Divide the class into four groups of four or five siudents, depending on the size. Give 
,each student tvw slips of paper approxifr^teh^ 4" x 5". If possible, make ?t 
construction paper or coJoredjnimeog^apfT paper. Write each of the following stpraoe 
career titles on the chalkboard or overhead prcjector: 



\ 



Warehouse Supen isor Stockman 

Tvlaterials Handler Packing Supervisor 

Rece'Ving Clerk : ^ Order Picker 

Checker ^/ Packers 

IViarker • Traffic Manager 

Inventory Control Clerk.^ ^ Shioping Clerk 

Ask each student to write one the career titles on one of the slips of pape. and 
turn it over so that no one can see it. TTfen ask each student to write one word on 
thB ether s*de of that s!^ of paper wh hih ecu Id d^ribe the career title he selected. 
Have one studei^t in each gro^p ^rye.as a timer, alternating the role \,vitnin the group. 

Have one nr^ember in each groiip b^in by having the other group members guess the 
career he wrote dov^fn w?tnin -)ne minute. The g-oups* members m^ay ask ariy question 
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which can be answ&ced w'thN^yes or no. The only dra^vback is^hat once a member 

asks, "Is it > career/' he must have gbessed the right career or he loses his 

thance. Students alternate having tKe other group members guess their career title and 
serving as the timer for the group. When all of the members in all groups have 
finished, discuss each of the careers and ask students to reveal the descriptive words/ 
that they chose, fieview what each of, the storage career personnel does in his job. 

Write each of the six major storage services on the chalkboard or overhead projector: 

9 

Physical Space for Goods Packaging, Labeling, Pricing 

Reshipping Goods . Special services^nd Equipment 

Filling Orders for Goods Office Rooms and Display Space ■ 

> 

Ask each of the students to take his other piece of paper and write one of those six 
services on it. Have them turn the pieces of paper over and sketch a simple ill.ustration 
of that service taking place in a whqlesale, warehouse. Give the students about five 
minutes and then discuss the different iUustrations created by the stu^^^nts. Review 
the services with the group, giving examples of them in business situations. 

s » 

Indrvidual ' - 

1, Distribute Student Handout ^35: "Storage Seven" to ths learner. Ask him to study 
each of the eleven sto^a9e career titles and their assigned responsibilities, which are 
given to the right of each career. Ask the student to make the decision of which seven 
people will stay based on the information that he has been grven. 

When he has finished, discuss each of the careers with him. Identify the six major 
sercices provided by storage facilities and the people who work in them. Ask students 
to take those siy services and^ match those stora§e--eef=eefs- to them jccord i r^g t o th e 
importance that he thinks that -person wouW *plav in fulfilling that service. For 
example, the student might select the careers of r-?d6r picker and packer arrxi matrfi 
tnem to the seaice of filUng orders for goods. Teli i'h^ student that his only litTiit is 
he nncv not use any career n-*ore than twice. ?^.f:v:v:A ^?s conclusions with hir-. letting 
h'tCTt explain the bases 'for h;s decisions. 

2. Qbtain se^'eral ne;\5papers from ^Mrouncing cities whero large v^rnrehouses are located. 
Give the stLdent the classified sKsions of the newspapers and a cooy oJ^S^udent 
Handout =36: ''Cle^fied Stor&ge Cai^rs."' Ask the student to select,^^- v^anT>^^ 

. j5orT>e from each paper, if possible, which iilustrat** storage career opdorpflnities in the 
area. 

f ^ave the r-tuder.r ait these out ard glue them on hts pcper. ^\sk him to dist ^ne k:r>d 
of bwisiness invoU'ed for each of the \ivant ads, such as a whclesaler, a department store 
warehouse, a food d\a\r\ supply house, etc Than ask the stL-dent to list any 
re$portsibi!:t!€r5 whTcri are stated or chat he^ can deduct from "the advertisement. 

Ask the student to explain what ser\*ices he thinks the storage facilities and the 
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personnel who work in them provide to manufacturers, wholesalers, retailers, and 
marketing service industries. Relate to him how the six major.services meet the needs 
of various sizes and types of businesses right in his horxye community. 

Special Media 

1. Career Opportunities: Mari<eting, Business, and Occupational Specialists, "The Whole- 



saling Specialist" 



Control Clerk 
Materials Handler 
Packing Supervisor 
Shipping Clerk 
Traffic Manager 



inventory Control Clerk 
Equipment Operator 
Receiving Clerk 
Stockman 

Warehouse Skjpervisor 



2. Finding Your Job, Booklet Series, Finney Co^mpany: 



Bakery Goods Wrapper & Packer 

Bakery Shipping Room Helper 

Bakery Stockman , 

Bottle Labeler 

Box Packer 

Boxcar Unloaded 

Bread Loaf Racker 

Candy Packer 

Dockman 

Fork'ift Truck Operate. 
Freight Elevator Operator 
Labeier-Packer 



3. Occupatiorkil Guidance. Finney Company; 

Airline Freight Handier 
Freight Handler 
Industrial Traffic M^inaoer 
Inveritar^' Supervisor 

4, 0:- -^.iitiortaf Outlook Handbook 
5 - Dec: /r>u *.*b ns and Careers 



Mcvrng Van Loader 
Order ri^?er 
Packe*- 3nd Wrapper 
Paper Sor'er ard Counter 
Raw Material Handler 
Receiving Clerk's Helper 
Shipping Clerk's Helper 
Stock Clerk's Helper 
Supermarket Stockboy 
Tray Packer, Airline 
Warehouseman's Helper 
Wholesale Jewelry Worker 



Stc'k C'erk 
Stock Transfer Oerk 
Traf:\c Manager 
Ware^lOuse Sut^n.qsor 



6. Slides: "Understanding Wholesa^ nq" "YoLi- Future 'n Retailing' 

7. Fr n^: "Story of the,WhoSesaie ^^arket"' 



< LEARNING ACTIVITIES 

UNIT TITLE Storage of Merchandise UNIT 5 OBJECTIVE #2 

Group I 

1. Assign iinembers of the class to the following storage career roles: 

Warehouse Supervisorial student Stockman-2 or 3 students 

Materials Handlers-2 or 3 students Packing Supervisor-1 student 

Receiving Clerk-1 or 2 students Order Picker-1 or 2 students 

Checkers~2 or 3 students Packers-2 or 3 students 

Markers-2 or 3 students Traffic Manager- 1 student 

Inventory Control Clerk-1 student Shipping Clerk-1 or 2 students 

Create a sample storage warehouse scene v/ith work station* identified in the room, 
including: 

Loading/SJiipping Area Unloadinq/R-'ceiving Area 

Packing Section . • Checking/Marking Section 

Stock/Storage Are.) Central Warehouse Office 

Simulate a storage warehouse situation involving the ' xeipt of an order of merchan- 
dise, cf*«cking it, pricing, stocking it, packing it. in smaller units, and shipping it to 
several businesses. Ask the students to decide the order in which they should be to 
most effectively do the jobs. If at all possible, your group might be able to provide 
some service to Che schoo], or community by unloading and unpacking boxes of items 
and packing them smaller quantities. Review the order in which (Tierchandisc comes 
into tlv2 business and in which the storage personnel are involved, 

2. Divide the class into groups of five or six students and give each pupil a copy of the 
first sheet in Student Handout ^37: "Storage Shakeup." Ask the students to read Over 
the instructions. Review the instrijUions with all the students. Remind the group that 
they have 20 minutes to arrive at a majority rule decision." 

At the end of the 20 minutes, have one student from each g^^^^up writ^- the career 
titles of personnel who would not be "laid off." Give each group a code name or 

- number, so their conclusions can be quickly identified. When all of the lists are on the 
board, discuss each groop's majority rule decision with the class. If students completed 
the Student Handout -35 "Storage Seven," ask how the group's jnswers compared 

I with individual student's answers. Did the student change his mind? Did he know 
more now about the jobs than he did in the previous activity? 



Have each student complete the second sheet of this Student Handout ^37. When, the 
students have compleied the sheet, review tfie various storage career personnel and 
their job tasks. Discuss the services that are prc^vided and the order in which 
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Individual 

1. Give the learner a cof)y of Student Handout -38. V'Storatje Sf)iral." Tell the student 
that the spiral pu/zle shows the order in yvfiich slOracj<; [jersonnel are involved from 
the time the warehouse supervisor ts informed of \in incoming shipment until tfie 
shipping clerk a()[)rov».»5 a load to leave. ErKififuisi/e l() tin* student that careers which 
are mvclved more than o?ice, sucfi as ihe matt.'rials hiuidlcr or wart»[iouse suf)(?rvisor, 
are identified only the first time m th<.' spiral \)u^/U\ 

\ 

Wfien the stuciont Ikjs comoUMPcl the |)u/.'le. (iiscuss the cjrder in which the storjcjt: 
cariH^r personru;! take [k. 't in tlur rcceiviruj, st(K;kiruj, .ii^J slnf)[)ing of nu.'rchcfnd:se. 
Explain to hnn tiial. sofTu.'iiiTiL's ei'ni »Iov(m»s licrve in two V;r mof(? jot) capacities, 
tluil all functions iTiust Mill t)e p*!r foi lued if *he srtvic's oi r«'spf)nsil)ilities are nt^Mied. 

2. Hjve ttie student (it'vt.-lop a iniuvtin t-o.atj r;r pnst^'' siunvmf; thr stora(jo personnel 
thjl would hi' inv(»lvtMi in itu;. rr'CJMvirK), inarkifK) stockiru}, iind shipping o! a linf^ of 
mf'rchar)(lis7.'. Trll \\)r student lu m'Ici.I *i fH()(Jut,t ot (nt'*rrv^ him th«it wcnjid h»/ 
store*! in ,j idfq*.' war»'fujusc, Asl- Imn to shc.).\ ;.:!! t\.v*'!v»' sti>r^.iq»; carrrrs m Tht' auivr 
that tiiey would (.c)n'[)!ftr Pi'Mr joh fLmf;nf)n% t>v usiM'j jtrovvs (h som<' otls.'f visual 
m(\(ns. • . 

Supply the studtMii wiiri tin? nvM.^r/^jry supol.+'S and i; i i!< II pOSM[)U.\ get an 
dSsortnu'nt c>f busirn's*^ or tr.ifj'/ jourfials whu.h. niiijfu h«jv*' pMrturrs o^ Witrehousi'S 
scenes th<it \\u' stu(jent iiiight use to i.how thi.' |jr(jfj»'ss m jrtion. Rt'VM?w or(jer of thr 
j.jrr'er involviMiuMU wttli fiim. 

Special Media 

1. Cffrrn s h'rfcrs^ Car*'e's f^uL>hcjtions 

2. C/rr/T'; Booklets, Institute of Re'-«Mr(;ti 

3. DfCtio/hity of Of:( (jf)if(fi)nj/ Tftlt'\ ' 

4. E^}r y(:l()f)t.'fl,-i)()fQirf.u'tSiff}(J Vot j*i(>n.il C7.n:lj'U 

5. H ffuf.hfxjl- of Job F./ct.^ 

B- OicijpjtKjnjf Bnrfs, Chromcl'? Guui inci.' 

7, P((:uf)j{if)fki{nin'd:}n(t\ St.ienoi.' >^.\3f(.h Associat*jr» . 

8, Prnjt'rdy Lfi^f)fn Umrs. Florida State LinivtT^tty 

9, V\i Kjrrfnij 0(j:ufftitfOfW^ Ro/rs xVori. Bnrf', 
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TRANSPORTATIQN OF PRODUCTS 
: AND PEOPLE 



Competency 

Understanding of the five major methods of transportiUion and' the variety of marketing 
opportunities available in the transportation industry. 

Objectives 

1. Given the five ma'-jor methods of transportation, the student will identify t vo 
marketing careers for each of the five metliods with 80% accuracy, (knowledge) 

2. Given job descriptions af ten transportation careers, tfie studenit w*ll gi.e the correct 
job title and the transportation industry in whicfi that \:arjt»r is fuuhd with' 80% 
•accuracy, (cqinprehension) • 

Concepts , ' , ^ 

1. TranspcrlJtion pr'ovK^^s the ^rvicc of piiysically r^ovtng f)rof)eriy and people • om 
one location to another. 

i 

?. Fiye major metfiods of transportation f^opi^g^ profjer * y A^iy be useci: 

-a. Air Cyrf/rKs- - passenger 'airlines, cargo aircraft 

b IVvfcmyv's- - leisure liners, barges, freighters, tHnker^ 

c. H.'ghiV.iys— buses, deirve'-y^'trucks" tfalitor tTi7fe>!;. rnc/ing \<ins 

d. Rv//rr/jc/-commuters, p.'^ssenger tr/ins, freight trairr 

e. -/^//xV/V/^*- liquids such as wate'; o/ grain. che*i)icals, ^)as 

3. Businesses within the transporta/ion industry offer many varied marketing career 
opportunities: / 

a. /^/nVr/es-airline stewardess,/f licjht confo! spec«a!ist, attendant, cargo agent, -flight 
superintendent, airline dis^wtcher 

b. W^rerwjy^—v^'aXerv^ay traffic checker, longshoreman, dock boss, importing clerk, 
exporter manager, baggagemaster, purser, steward 

c. Highw^^ys—vnoXor dispatcher, routeman, rate clerk, bos tr'acer, claims adviser, 
baggageman, taxicab driver, limousine router 

d. flj^//ror?fy-c::nductor, stationmaster, porter 

.e. P/p^»//r7C-pumping station operator, dealer . recruiter, field si:pervisor (oil); meter 
reader, water dispatcheV, watermaster (water) 

4. Many marketing service businesses depend to some extent upon the transportation 
industry for their success: 

a. Travel agencies and tour guide services 



b. Entertjinn ent and dtnUsement aftractiors 

c. Lodgmu jnd eai^ny accommodJtions 

d. Novelty, gift, and personal service stores. 



5. The transportation industry is a* vital link niamtaimnq our highly cotnplex standard of 
living with constant movement of peof)le and products. 

Equipment 

1. Overhead projector, bulletin board, chalkboard 

2. Filmstnp projector and 16mm film projector 

3. Reel or cassette tape recorder and record player 

Materials j ^ 

1. Films: "Careers m Transporta'uon," University of South Carolina 

"How to Succeed Without Really Flying," Federal Aviattut. A?^i ' 
"Is a Railroad Career For You?" AIMS Media Service 

2. Filmstrips: "Airpor-t Service" Series, Educational Development Co ».. 
» "Airport Travel" Series, Colonial Tiln^s, Inc. 

"Careers tn Tran.-portation." Pathescope Educauonal F?!rns 
"Transportation- Arl Ocean Port" Series, Ed Development 
"Transportation: Our Railroads"^^rres, Eo. Development 

3. Cassette Tapes:, "Careerv Unlimtted Transportation," Classroom Produt:tions • 

4. Booklets: Going Ptdcvs m Oil. An^erican P'^troliMj.n institute 

Jot) Expericiicf.' kft: Truck Driver, Sci ''ce Research Associates 
Mtnrkctifiy Qtrvvr^ it) theJvt Age. Chronicle Guidance 
Ned (hit TjxiL\ib Driver, Webster McGr^w H II Company 
^ ,0// the Ro:id With the Trucker, Chron»c!:. G» fdjnre 

Opf)ortuf)ities IVirh Texjcd, Texaco Gil 
Of)pr)rtunitie.r in .he Tru':k / - ifidustr^, AmeM':-ar. T* jckers 

5. Cjreer Opportufnties, "Traffic Mantj'* ," New York Life Insurjnce 

6. Ciiree'r Opportufiities Mcirketinij. Pj"^"\ and O* ' '^e Sped jhsts 

7. Dictifjn try of OccupjtfOfiiil T^t'f^'s. \/oi jme^ \ cine} \\ 

8 Encyclopvdui of C^irt'ef; und Voc^t to-idl GunUfice, VolunieH « 

.9. hijndi)(jok of Job F.icls, Science i^esejrch Associates 

10 Occufhidr.fhil Outlook Hjfvibook^ Transf)ortation," U. S. Dep; of Labor. 

11. OrY:<//>.yr/o/;.s .7/;r/ C/rrr-rs, "E xfjiorintj the Occuparinn;il World" 

12. V^'orkifupn tf}e Trjnspnr tuition htdiistry, F-jirchild Publications, 

13. Career World. "Air TransportatiOfi," December 1973 

"Airline Fligln Attendants," Decenif)er 1973 

1 4. Fi.nding Yoor Job, Finriey Comf)tiny 



15. Oci:iif)ritu;:Ki' Bnt fs, Scienc? Resejrch Associates 

16. OccupMioiijI Gi/nJjficf Dru'fs, ChroQicle Guiddnce Pul)liCutfons. Inc. 
%l7.0(xafMtr/o/hjf Gmdfnci' Booklets, Finney Conipuny 

18. Popcyi' jnd Cjri^crs if) Tr.uisport^itiof), King f t\iturt?s 

19. Pro/(x't Loun) Units, Florida Stale University 

?0, VJUicnirnj Gccjp.itioiKii Roles Work Briefs. Sc\eim' Researcfj Associates 
Supplies 

*1. Posn.^■ tK)dr(i, con^^trL'Ol4+m-f^t44H^-r, vvtiittr f.vjf)er 

2. Rurr.TS, scissors, (]hit', crciyoM-i. colori»d {)encii-;, n.viCjic nn^rkers 

3fJ>ccJd' P^'- sour ( OS 

.■■;)•• ' v: . .: T" . ' ■ : : ' ; ' , ■ ■ ■: .1'; I ■„■- ■! ■ : MfJV 
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THE TRANSPORTATION SURVEY - KEY 



1. Any 'vjCkX)f lh*t following careers rnay be given for ejch nieth.od 



Airhm'^: ^.^f linf?-stevvarrJess, tlvi;'"vt control H^^'ciaKst, crew scheduler, ticket agent, ramp 
attendant, res'?rvdtionts? cargo agent, schedules analyst, flight dispcUcher 

IV.^r^'^/'iVw'v^-vvaterw'av traffic checker, (ongesfioreman, dock bass, importing clerk, 
exf/urter mao iger, baggagemaster, f^urser, steward 

/-/;///'vVj|/j - n.olor disf)atcher, routeman, rate clerk, l)us Tracer, clanTis advtser, baggage 
• n\in, itay cab driver, iTTidlJsine router 

conductor, statiomnaster, [lortur, bf akernan, motor rT)an, call boy, scaler, 
yarr r7iai>ter 

P}:\.itnr -\^\^\^^\)\\^\ station operator^ recruiter, field suf>erv!Sor (oil); meter 
fr'tiv^cr, water disf^alcher. w,jterniaster (water.) 

Trie student will have demonstrated satisfactory knowledge for objective ~1 if he receives 
v.:or^? of 8 or 80 accuracy on tfiis test item. 



Cjrrer 



fn(llt\tfy 

Pipehh^.* 



Curver /fidusfry 

G. Bus Tracer ~ Hit;rjway 

7. Export Manager Waterway 

8. Stationmaster ' Railroad 
9 Stewardess Airline 



1. Wate.rniasliir 



2. Rafnp AttendarU 

3 Conductor 

4 Shif) Steward 
5. Sagqagernan 



Waterivay 
HigMwuy 



AirlirK* 



Railroad 



10, Dealer Recruiter Pipeline 



1^ the student achieves 80. > accuracy or a score of 16 correct answers on this evaluation 
item, fie will h^ve shown acceptable fvoficiency for objective ^2. 



THE TRANSPORTATiON SCENE ~ KEY 

1 Afr/ two (jf lh»' foMuuiii'j ;..{ftM.'rs I'^^y in' 'pvrn for r,ich tiuMfu.-d 

^ IV.-rrr/. .v,jl»'ruuV Irjfla. (Ji»'rl i.-r, !( )t 'sr^ )r ■ 'f M^iii. duc\. ho'.s, i; 1 1 ; k v ' ir ui ( I»'r !• . 

<'K}>url»'f trofUii)»-r, l)ti()i)vi<)('f i\u>t>'i , pjfs^'i^ '•i»-\ ..jftl 

Hn/^>\V)/s motor (iisf KjIc:! i' r / 1 on t r:i u f , , r.itt: lU-f'*, hus Ifjc^'f. t'l. n f'' "S ii( 1\ isri . I »j: 

n.lffro.ffl L OOliuCtC, Sl.it l(»nO\jSM'r pOl*'-f, \ .iM j^T^.Strr^ M\!t»'f, im!I|)(iv. '^K-lnftn 

Pipt'fim- ;)L;f •i|Min) '3tjti(;ri Ofn'r.itoi, -'T'jit'f o'( r t; i trr , fu'Uj Mjiirrvisor (oill. nrti.'f 
f(.'j<f<.'r, Uiitcr ( jtso.it(.i tL-r, vvjt^'rrnjslrf , <].ti;''f, '.."Vii'", tr.sist.int U.j"!»'r) 

Ei'jfM r'^'r*'(:l jns\.V»'fS tor 80 .K.cuf jcy s.:Ir,fv i'hj'M I i v ■I 



2 

Ci'rrr hidnstry C.'.trrrr lnijit\tiy 

2. Ccjruluclor Rjilfu-^H / Stutirjnni.istcr . . F^^nlro.uj 

3. 3<if)c^J()C^^^.iM ^iKjr.UMY ^ BusTr.JCrf Hi(){k \jy 

4. Export 1;in4i(j(.'r Wjlerwiiy 9, Sinp Stew.ird V^\iTcrvv.iy 
Slt^Vjrdt.'ss Airliru.' 10. Rj(iM> AtlcndjfU Airline 

It th»' stude nt jnswTS 1(: itcins (.orrectly *or 80'- ac(:ur..icy. tu' rur^r (iemor islr .jttnj 

cicct'p/t jtjie p»'r toffnjru.r' fur ohj(M.tivr -'2 



LEARNING ACTIVITIES 

UNMT TITLE Tr.insportdtion of Products jfid People UMT - 7 



OBJECTIVE ^ / 



Group 

^. Draw a hangman's noose on the chalkboard or overhead projector. To the left of it 
pljce enough blank lines to represent the word transportation. 



\ , 

Ex{)l«.iin lo thf students tri.jt tbey a'^e going to learr*^ dbout an interer/jf^g marketing 
c.j'^ti'f jrt'.j tr-at is involved vvtTh moving peopl(,^ or property, as you tuve two teart^s 
fjucss Hf^ i^)'.' I'..*:ters F^f'nii"iiber ih<u IfMlers correctly guessed are written m 
!tv; 'j;:;)' Jpr'j|o t)iiifM..^, .irul tr;ns(,' incorrectly td'-^it ttu-rj jru wfitttrn ixi\o\\ line. Tht'' 
\\ ') >jMi'S>t's t'if-» \\'or{\ [p;iore th*» t;;n pjrts oi a nuin jro drdwn wins the (]aine 

As- s'wf j^-rit .v'^.r. nrKj.^ (it ir jr^^jporttit lon thof^' jrc. [)evelf:)p a disciiSMtjn ahoii! ,th(» 
M.^-^tiod:; o* ir.insiK^rTutK.'M dirhn*:*s, higrivwiys, pit)''fir n^s, railroads, and watot^Wx^ys. 
tJ^viti- 'r.i'ijjt-siii jns (/ >irvf):^:s tfiebf; trijnspa''!ation c.j?r.ers. f-iiqhwavs, fur oxarn(.lr. 
'M'Jj'^' d'.'itjiTv t)uspb. tractor trjilLTS, arui rrcu'irnj vans, afid pipelines tr.:nsf)Ort 

•,oth li'inqs n\ v.oV " oit, f|dS, jnd yrtun. ^ ^ 

[>i'.'i(le the ':iabs eur> five fjioupj and assign et:;.;h (jroup one of the five metho(js. Hdve 
KMcf' gr(;ut) invest' \tlv e (:jr»x'f:, whlcli nujy tje found irj' tfiat tr^Tnsfiortat ion industry 
dr:(\ tyn-'S oi ()rnn'j(;ts and service'^ thjt are performed. Piovtde the following (n..lerials 
,n t^'" ' ''jssr')f«nr Df.t .'f }t).irv of Ort.- ifhitiornl Tttles. ,E(n yc loped ui of Cjreers ,^id 
Vit. .ittooi' G{J<'d:ifu:r. H^ndhouk . of Joi) Fjct<>, cind the> OrcopjOoojl Outlook Hjnd- 
fn}i.\. Ol^t.im any oi the other materjcils; listf^d un(Jor "5f)ecial Media" on the JoHowing 
f-.i(;e> thdt you cjn. Aiterridte letting students go to the library. 

the auder^ts m each gfojf) to present their ififorination to ttie entire class in uny 
manner they wish, such as a ijanel discussion, demonstration, bulletifi board, poster, or 
display. Explain to each group tha{ the only requirement is to cover tl-ve topics and 
provide some visua* showng of the careers involved in that transportation method. 

2. Prov,^de each stufient a copy of the Student Handout ^39: "Transportation Trace." 
Ex,f)lain to studerlts that eich of the designated products must be transported from 
the naU:/.j' producer to the processor or converter. The goods must tlien be sent to a 
central d^slributor or wholesaler. From this point the goods must go to a local retailer 

' within bO miles. The retail outlet must then deliver it to the consumer or user. The 
student may wisli to use a marl^etrng service industry as a usi?r serving the consumer. 
In this case, th^e retatier would most likely be eliminated. 



Group ' ^ 

1 Edch of the products has been gi'^en a starting point for the original or natural 
producer* Su()ply the students wtih five- different colored pencils, crayons, or felt tip 
pens. Have- each , color represent a djfferent mode of traosportation. Explain to 
students that thev may choose the cities in which the processfng or converting 
producers, wholesalers or distributors, and retailers or marketing service industries are 
located. After he selects the cities for each product, have him take the various colored 
pencils and trace the methods of transportation which would-be used to get between 
the desiijfja'led points 

When the st4jdent fyas completed hi^ transportation trace on the 'map, ask him to 
select one t)f the products and identity the transportation careers vyhich would be 
involved throughout the channels of d stribution for that particular product. Have him 
li^t these in the spaces provided on the'handout. Display these around the room and 
hav/e students review them. Hove various students explain the products and methods of 
transportation they selected and the careers that were involved in each situation. Then 
review the five meth ids and the careers found within each of them. 

Individual 

1. Give the student a copy of the Student Handout ^40: "Transportatior^ Probe" and 
give htm about twenty minutes to complete the word search pu2zle. When he has 

- fini.^hed, discuss the five methods of transportation that were identified within the 
handout. Ask him what some examples of each would be, such as leisure liners and 
tankers for the waterway method. Review the transportation careers and where these 
people are pni[)loyed. 

2. Distribute the Student Handout **41: "Transportation Through the Channels" to the 
learner. When he has completed the chart, ask the student to idenf?v how many 
transportation careers he can think of for each of the methods he has used. After the 
student has listed all those he can think of on the back of his sheet, revi^^w the five 
methods 'of transportation with him and explain the various career opportunities 
available to him or her. 

Special Media 

1. Ciir*yr VJofId, "Air Transportation, " December 1973 

"Airline Flicjht Attendants," December 1973 

k 

2. Ft*Hih'uJ Yoiif Job, Fmnoy Company 

Airlines Porter , Moving Van Loader 
Airport Line Eoy Redcap 
Docknan Room Steward 

House Mover's HvMm Tray Packer, Airline 



3. OccuiKflio^ul Br.i'f^. ScifMice Resedrch AssoGidtes 



Air hnu Trijf f k: Atjonts 
Airline Trjf f ic Clerks 



ln>port an^ Export Workers 
Service Rtypresentdtives, Utilities 
Traffic Manager 
Travel Agency Workers 



Ot (iipjltoful Gunijf)rt' Brit'fs. Chronicle Guidance Pu 1)1 icat ions, Inc. 
Gi:s Distriljution OccLi()ation Ticket A^jent 



Railroaii Transportation Industry 
Ri'creation Lejder (Director) 
Tdxicai) Dr)v<T 



Traffic Manager 
Travel Counselor 
Truck Driver 



Of cuihftfofhff Giu'c/.tnct' Booklets, F nnev Cor^ipany 



Air Tr- Mic Controller 
Air Freight Harujler 
Airlin(» Re^ervationist 
Ail line Stnt ion AgerM 
Airline Stewardess- 
Bus Driver 
Claims Adjuster 
Customs Inspector 

D.ispolcher.. Freiglil _ 

Driver, Deliver*/ Service 
F reight Solicitor 
lmpo(;^ter 

Industrial Traffic Manager 



strial Traf 

Pfjpf'yi' jnc/ C<fn'crs in TriinsporUitiOfh Kinq Fcqitures 



Mioving Van Driver * ^ 

Purser, Ship's 
Railroad Conductor 
Railroad Industrial Ag(?ov* 
Railroad Station AgenV 
Rate Clerk 

Recreational Services Director 
Taxtcnb 0?spatdior 

TiiXiCab- Driver - - 

Tourist Guide 
Traffic Manager 
Train Dispatcfu^r 
Travel Agent 



7. Prrfrct I uof}} Uf}fts\ Florida State University 

Airline Stewardess , - - 

Truck Driver ' " • 



Air Traffic Controller 
Taxicab Driver 



8. [Vi(it^nin(fOccup^)tion.jl Rotvs iVork Briefs, Scier.ce Research Associates 



Air Traffic Cc5nt(;oners 
Airline Dis^)atchers 
Airline Stewardesses 
Airline Ticket Agents 
Air;oort Manager 
Truck Drivers, Long Distance 



Bus Drivers, Long-Distance 
Bus Drivers, Local 
Taxi Drivers 
Traffic Managers 
Travel Agents 
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LEARNING ACTIVITIES 



UNIT TITLE TramporMton of Products and People UNIT ^ 7 OBJECTIVE - 2 
Group 

1. After you have covered basjc information concerning the transportation careers and 
their job descr,piions, as found in Student Handout ^43: "Transportation: Getting It 
There'", explain the directions of the game, activity, "Transportation Twirl" of 
Studeni Handout -42 If f)OSsible nive each student a copy of the information. 

Assjgn the (questions tn, advance, so that yoLi'mdy review and edit them. If possible, 
h>»vt* them typed on a bulletin typewriter or a typewriter with an orator eiement/ and 
fiiake trjf^sparencies of them. AsK students to mdke up th** final cjuestions on the five 
' sets O' game cards if you can, put eacn transportation mr.thod's career cjuestions on h 
different colored [)ieLe of poper. Tlit'n play the game as directed. 

2. Assign each student a transportation career to 'nvestigate. Ask tlie student to develop 
a character sketch of his career p(?rson. Have htm explore the 0[)portunities in the 
community or nearby cities. Have hirii interview if possible, m person or on thty^ 
teief>hone, peo[)le who are employees m the occupation. — \ 

When he has completed the project, ask liirn to display a one page inforrnation sheet 
m the room'. Hav3 the students revteWaTT of the class' proiectsr-Review with them^the 
major fansportation jobs available and the res()onsibilities or duties of each position. 

^ Ask each student to prepare two job descriptive sentences for his career. V^/hen all of 
the students r^v^ completed descriptions, explain to the students that they will 
participate m a transportation activity. Provide some reward for the student who earns 

• the most points, such as exempting the quiz or receiving a stick of gum. 

y 

Collect all of the job descriptions from the students, making sure that they ;have 
identifced the career title on each description card. Read the job descriptions §nd let 
students gu^ss the correct career title. Having two of eath -^ob description will (lelp to 
reinforce the information as well as retain the attention r ' the students. The studient 
who identifies the most c/ireers is^declared the ' Career Specialist." 

Individual 

1. Give the learner a copy of the information sheet Student flandout ^43: 'Transpcrta 
tion: Getting It There!" Give the student about fifteen minuies to study the career 
^ information. Review the transportation careers with him, emphasizing the job descrip- 
tions and giving.him examples of people and places in .your area of the state. 



2. Review the various transportation careers and their responsibilities with r^e student 
and give him the Student Handout -44: 'Transportation Thinkers." Each of the 
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situations includes the job title and job description of certain key transportation 
careers in aii five methods of transportation. When the student has completed the 
handout, review his answers with him. If other students are given this sheet, it wcu!d 
make an excellent lead-in for a group discussion. 

Special Media * / 

Films: "Careers in Transportation/' University of South Carolina 
* "How to Succeed Without Really Flying/' Federal Aviation Admin.'^ < 

"Is a Railroad Career For You?" AIMS Media Service 

2. Fitmstrips: "Airfjort Service" Series, Educational Development Corp. 

"Airport Travel" Series, Colonial Films, Inc. . • 

"Careers in Transportation/' Pathescope Educational Films 
"Transportation: An Ocean Pert" Series, Ed. Development 
"Transportation: Our Railroads" Series, Ed. Development 

3. Tape: '-'Careers Unli^fnited-Transportation/' Classroom Productsion 

^4. Bookliets: Going Pbccs in Oil, American Petroleum Institute 

^ Job Experience Kit: Truck Driver, Science Research Assoc. 
I Marketing Careers if) the Jet Age, Chronicle Guidance 

Ned the Ti.'xicab Driver, Webster/McGrav./'-Hi!l Company 

On the Road With the "^ucker, Chronicle Guidance 
' Opportunities With Texaco, Texaco 0\\ . ^ 

Opportunities in ihe Trucking Industry, American Truckers 

5. Career Opportunities, "Traffic Manager/' New York Life insurance 

.•6. Career Opportuniti'^s: Marketing, Busini^ss, and Office Specialists^ 

7. Dict^ionary of Occupational Titles, Volumes I and II 

' 8. Encyclopedia of Careers and Vocational Guidance, Volume I, "Air Transp/Ortat^on/' 
'"Bus Industry/' "Marine Tran5pOrtation," "Natural Gas Industry/' "Petrolevjm Indus- 
try/' "Railroad Transportation" and "Truck Transportation" 

9. Handbook of Job Facts, Scie.ice Research Associates 

10. OcchpatiOnal Outlook Handbook, "Transportation/' U. S. Dept. of Labor 
If ■■» ' . \ 

. Lil^ . Occl^pations and Careers, "Exploring the Occupational World" 

12. Working in the Transportation Industry, Fairchild Publications 



financing 

marketifig 
activities 



FINANCING MARKETING ACTIVITIES 

Competency 

AvA/dreness of rhe nuny 1)fujnct» CMfi.MT oppurturtitit^s j^.iiijl;!^^ 'fi fuuincuj! institutions cind 
other businesses ihrougiiout ihv nujrki^tiruj process. 

Objectives 

1. Given pjqht kinds of businesses, the student hst ihn^it fin.incidl careers available 
within eacli of tfiese businesses with 75 accurjcv (Knuivledge) 

2. Given iifteer^ fmanciat lob descriptions, thf studer.t \mII sufiply \he i}p[)ropriate career 
title for eacii descnfition vvi^ii 80 ' > accuraciy (c;(niprt;>hffision) 

Concepts 

1. Finance involves the sup[)lymfj of fumh fiecessjry for the [)erfoinMnce of marketing 
functions by a business or orqjni/ation, as ;vell as for f)Lirchases of goods arid services 
by consumers 

2. The following nujrk^^ttng service industnes SfuH:ijl!/i' m fmjnce 

a. Banks -cominercial, savings, savings and loart, cnHi\\ trmms [ 

b Finance companies -consumer and sales ^ 

c Stock Exchange and Brokerage Firms 

d. Mortgage. Insurance, and Investment Companies 

3. All businesses and organizations engage m some fin^incidt act'vtties. Spine of the ty[)es 
of businesses which are involved tfi numerous finance activities either to fund their 
purchases or extend cred.it to their customers are ^ 

a. RfHuH/ Sron.'s-department, variety, discount, specialty. tMc r 

b. lV/?o/t»Sc^/er'.s -jobbers, (distributors, general \.vhotesti!(?rs, etc. 

c. Morketmcj StTi/'/cr^s-hotels, restaurants, transportation, etc 

d. Pror.'i 'CfN -mi<nuiacturers, refineries, farmers, 'fisfung fleets 

4. Finance »n many services offered to consumers and businesses: 

a. Lo>jnS"\onq and short, personal and commercial 

b. C/?f?rA'//'jr/~ regular and special, personal and business 

c. Sc'/i^/n^s-riassbook and certificates 

d. /fV/t'stfnL'f)ts- stocks, bonds, 'nnd 

e. Triists. Est^Ucs, Wills 

f. Safekeeping of volaables 

g. Credit ptyrc/wses- installment, open, revolvtruj 
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5 Althcuqh th'^re ,r- ;• .my fi-ndnce cjroers avdilat)U?, the followin(j are of)es which are 
n\of\) frequenTlv to im tf>^> foll6aiTV] kinds, of businesses. Some of the jubs listed 
"occur in nioi'o 'iuf; uno busm.ess For exa.'nple, a credit interviewer rn^ght be found in 
,inv basmfss tnc^: txt^-nris crodil <or loans or purchases. 





ruijfictj Lompjfty 


Prt'S;def)t 


Credit Interviewer 


jS. I I'J'^ 


f^rcicitt 1 n\/Pct iri:j trii* 


Teller 


Finance Manager 


Loon OHict r 


Credit CoHectcf 


Tfust Off,'Ctr 


Repossessor 






SecuritiL's Sait^snvin 


^reciii <ino v^oni oi wianjtjf?r 


Financial Arralyrt 


Charge Authon^er 


Securr^'.es Brokev^ 


Credit Clerk 


Floor Rt-f> (Broiler's) 


Customer Service Advisor 


Gvnvrul IVhoft^sj/cr 


Crcdtt Union 


Credit Manager 


Loan Officer 


Credit Checker 


Crexiit Interviewer 


Claims Adjuster 


Credit Authorizer 


Coltectioti Agent 


Account Collector 


Real Est^tK' 


Ctvr Mjnufacturcr 


Real Estate Agent 


Financial Economist 


Real Estate A()praiiier 


Controller 


Real Estate Closer 


Claims Clerk - . 


Rental Agent 


Treasurer 



6. Although insurance is often regarded as a financial institution, the. careers in insurance 
are not inclyded since the business primarily centers around protection and risks. 
Careers in insurance will be discussed in the following unit, "Risks in Marketing." 

7. Although mar»v' financial career personnel in various busif'esses may perform similar 
tasks, some of the career titles will vary. .A good exantple of thjs would be an 
authorizer. 1^ the persbn works for o retailer, marketing service industry; or whole- 
saler', his job title is a Charge Authorizer. If he works for a financial institution, he 
v*/i5uld be known as a credit authorizer. The manager may be a credit manager, credit 
and control manager, finance manager, or president. 

Equipment 

1. Filmstrif) projector^ 16mm film projector, slide projector 

2. Cassette tape recorder, record player, peg board 

3. Overhead projector, bulletin board, chalkboard * 
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M<iterials 

1 Films. ' BfCdd" "Be nktnq fn Action" "Stef) Into 'f^f)" 
"Is Career m Bdnk^ng For You^" "Your Town" 
"is vi Career in Finance. Insurance, or Real Estdle for y<^-^" 
"Twenty four Houfs in the Life of a CMeck" 

\^ "The Lddv jnd the Stock Ex'chdfuje" 

"The One Man Band Thjt Weni to Wall Street" 

2. F'flmslrif;s: "Just d TiHier" "Tlie Financial Market" 

3. C jssette Taf)es Career Devt-lopnu-ni S<-r n-s. Im()erial Fjlfni> 

"Banker" "Realtor" "Stockhroker" 

4. Cih't*f'r$ Br/rfs. Careers Pul)hcatK)ns, Inc 

5. Qh'yrr Opportuntiirs M.itkrtinq, Bir^i/u'^s. ^uni Off a Spt'f f.t/fst\ 

6. DiCt'O/Kirv (}f 0( (:iJihit/(Mhil T/t/t's. Volume I 

7. Eix:y[:kHU'di:i of Qirf^rrs jnd VoditmpJl Gunl.nu t\ Volufiii' I 
8/ Hji'dnouk of Job Fjctti. Science Rese.i/ch As^ocutes 

9. Job E)^^M'nonro Kit. Motvl ril.nunjtr. Science R»rsearcti Assuci^.tes ' 

10. Occup^kioiKil Bnrfs. Science Research Associates 

11. Oa:up<n\^oihil Gmdjfu r Booklets, F mney Corrpany 

12. OccupJlhn.d Outlook Hjodbook, U S Deparrnicnt ot Labor 

13. i'Vuirf}/jni\p(:(:upj(fonjl Rolt'S Work Br/rfs Science Researcti Assocuites 

Supplies \ 

1. Construct ionY>dper, posterboard. white paF)er. tr(msparency masters 
2 Glue, tape, sensors, rulers, rritjgtc markers 

Special Resources 

1, Stud?nt Handou\s -4?) 50 

2. CommefCial GamVs: "Ba^aar" "Easy Money" "Monof)oly" "Venture 
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THE FINANCE SCENE - KEY 



1. Any t'nree answiirs under each heading are acceptabte: 



f ' f til 'ii 1 *r( 1 if n if\k 

\» ( ft f If t It. f I, fU 1 LJ:lfl"< 




Fi/hJfic(* Cof7)fjtffiy 


Pres»dent 




Credit Interviewer 


Casher 




Credit .Investigator 


Teller 




Finance Manager 


Loan Officer 




Credit Collector 


Trust Uttice.' 




nepr ssessor 


^tr'i/'k f'kf'h 'ttHf' 




Dcfhif tii)(*nt Start! 


Securities S^^'snuf . 




Credit and Control Manager 


Finjncuil Aridlysl 




Charge Authori?er 


Securities Bro^ (jr 




Credit Clerk 


FU)C^r Rep iBrokt r'si 










Clodit Union 


Credit Mjnafjef 


ft 


Loan Officer 


v^reuii uf^it'C^er 




Pf pH 1 1 In tpr\/4p\.vpr 


CljiriiS A(j)uster 




Creciit Authoru-er 


Collection Agent 




Account Collector 


Rt\i} EstJtv 




Cvr Manufacturer 


Real Estate Arjent 




Financial Economist 


Re3l Estate Appraiser 




Controller 


Real Estate C'oser 




Claims Cterk 


Rental Agent 




TrOjsurer 



The student will hcjve exhit)ited sufficient knowledge for objective ^^1 if he attains a score 
of 18 correct answers, or 75 accurjcy on this measurement item. 
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THE FINANCE SCENE - KEY 



2. 



1. Credit Authorizer 

2. floor RrpreserKative 

3. Teller 

4. Charge^Authortzer 

5. Securities Broker 

6. President 

7. Credit Interviewer 

8. Trust- Vault Clerk 



9/ Real Estate Appraiser 

id. Credit Manager 

11. Controller 

1 2. Real Estate Closer . 

13. Credit Investigator 

14. Loan Officer 

1 5. Real Estate .^gent 



NOTE: if the student gives 12 correct Cdreer titles on this test item for S0% accuracy, he 
wHI hove achieved uccepiable proficiency for objective -2. 



^ 
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ERIC 



THE FINANCE SURVEY - KEY 



Any three answers under each heading i: 

Commercial Bank 

President. 

Cashier 

Teller 

Loan Officer 
' Trust Officer 



acceptable; 

finance Company 

Credit Interviewer 
Credil Investigator 
Finance Manager 
Credit Collector 
Repossessof 



Stock Exchange 

Securities Salesman 
Financial Analyst 
Securitres Broker 
Floor Rep (Broker s) . 

Credit Manager 
Credit Checker ^ - 
Claims Adjuster 
Collection Agent 

Real Estate 

Real Estate Agent 
Real Estate Appraiser 
Real Estate Closer 
Rental Agent 



Department Store 

Credit and Control Manager 
Charge Authori/er 
C^<?dil Clerk 

Customer Service Advisor 



Credit Onjon 

Lodn Officer 
Credit Interviewer 
Credit Authcrizer 
Account Collector 

Car Manufacturer 

Financial Economist 
Controller 
Claims Clerk 
Treasurer 



The student will have exhibited sufficient knowledge for objective if he attains a score 
o' 18 correct (answers, or 75% accurar/ on th^s measurement item. 
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THE FINANCE SURVEY - KEY 



1. 


Real Estate Agent 


9. 


Credit Iriterviewer 


2. 


Loan Officer 


10. 


President 


3. 


Credit Investigator 


11. 


Securities Broker 


4. 


Real Estci^f Closer , 


12. 


Charge Authorizer 


5. 


Controller 


13. 


Teller 


6. 


Credit Manager 


14. 


Floor Representative 


7. 


Real Estate Appraiser 


15. 


Credit Authorize; 


8. 


Trust' Vaul'i Clerk 







NOTE: If the student gives 12 correct career titles on this test item for 80% accuracy, he 
will have achieved acceptable prof iciency for objective ^2. 
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LEARNING ACTIVITIES 

UNIT TITLE Financing Marketing Activities UNIT ^ 8 OBJECTIVE f / 

Group 

1. Ask .the students what are some different ways in which they could rnvest or borrow 
money. Discuss the finand:ial- ..institutions-- of banking, including commercial banks, 
5avings banks, savings and loans associations, and the credit unions. Cover the other 
kinds of financial institutions which serve consumers and businessmen namely, finance 
companies, real estate agencies, mortgage investment companies, and stock exchange. 

Ask students to explain the differences among these iristitutionf 'nclude.a discussion 
about the marketing services which each provides from the fonOwing p\Qssibilities: 
loans, investments or savings, checking, trusts, safekeeping of \)\iiiiaV/los. Write each of 
the types of financial businesses on thy chalkboard and draw columns under them. ' 
Solect different students to go to the board and write the kinds of services that 
business offers. Review these with the group. 

Have another group of students come to the board, Let each of them pick one of the 
financial businesses. Ask the student^^^to write the career titles of any jobs they think ^ 
might be found tn those businesses' ^After a couple of minutes, heve students in their 
seats review the career that havfe -been listed. Include any others which the students 
have not mentioned, so that all careers on the test items have been covered 
Incorporate into the discussion the financial roles which other businesses play in 
dealing with other businesses and consumers. Emphasize the financial careers in retail, 
wholesale, manufacturing, and marketing service busir.es'ies. 

2. Divide the class into eight groups. Assign each group one of the followmg areas, so 
that each oroup has a different subject: banking, real estate, finance companies, stock 
exchange, retailer, wholesaler, manufacturer, and marketing services. Ask each group 
to coiYipile a list of the possible cm Vers wtiich could be found in a business of that 
category. 

*i " . ■ 

Have each group prepare a short skit in which the student!? assume the various roles. A 
student may assume more than one role to cover them. Allow each group approxi- 
mately fifteen minutes to practice their skits. Provide therh, i^ possible, with some 
materials of'that kind of-business. Some samples might include: checks, deposit forms, 
loan and credit applications, rental agreements, deed, stock certificate, layaway and 
charge slips, invoices, purchas:?.^ order, credit cards, etc. 

Have each group present its skit. Ask the rest of" the class to id2ntity the kind of 
business in which these career people are employed. Invite any othtr caret'r titles 
which were not portrayed. Follow the, same procedure for each. Emphasize that some 
of the businesses have similar activities performed, although the career titI^s rc?v be 
slightly different. ^ 

^ 10 i 
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3. *-' Cassette Tapes: Career Development Series, Imperial Films 

"Banker" ' "Realtor" ' Stockbroker^ . 

4. Careers Sm'/s, Careers Publications Jnc. ^ ""'N^ 

5. Citreer Opportunities: Marketing, Business, dhd Office S?>eQ£//sr 
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LEARNING ACTIVITIES ' ^> 

JJNiT TITLE FifKuiCifuj Marketing Activftie^i UWIT ^ OBJECTIVE ^ 2 

Group \ . ... 

1. After vou have covered the information in Student Handout -^9 qof^cerning the job 
duties of i^tjrketmg career personnel in finance^ explain the game activity "Jeopardy" 
of Student Handout ^47 or give each student a copy. Designate the following five 
categories for thtrquiz show activity 

B^ifiking ' Crrdft Unions Fi/unce Cofvpanios Stock Exchange Other 

\ 

As indicated in the quiz s1iow directions, have -each student prepare three questions 
for ejcn of Mrie categories. Other would ipctude finance careers in manufacturing, 
wholesaling, retailing, and other marketing 'services than the ones identified as 
financial. Have the .autf)orities edit the que^ions. Review these and ^.ave them typed 
on a bulletin typewriter or a typewri'a>r v\/ith an Orator element, so that "^he questions 
may be projected on an overhead or opaque projector. 

l^--t?trj^)fer-obiTttfi -xi'f)eg-boef^^^^^ hook^ for each 

of the questions. If not, yo"u may use a bulletin board, a chalkboard, or the overhead 
()rojeclor to show the gameboard. \^ you use a peg board or a bulletin board, have 
stud(?r.ts make question cards brge enough to be read, SQ that the students can read 
tlienTas well as hear the moderator read then.. - 

If you are using the activity wiU; more than ten students, it ii suggested that you 
tnvolve a team of three students each for the quiz show. Plan and implennent the game 
activity as 6xptain()d in the dir<?ctions, 
f 

2. Exfjiditi the rules of the "Finance Football" game dctivily or distribute a copy of the 
Student Handout -48 to each of the .students. Have each student prepare two sets qf ' 
(questions with each set containing six questions. Explain to the students that each set 
should be on an area of finance, such as real estate or banking. Tell the students that 
five of them in each set should vary in difficulty. Have him indicate the easiest 
question with a "10" and the..most difficult question with a "50" as explained 6nder 
prf.^pardtion. The sixth. card, a "bonus" card, should be of moderate difficulty and 
identihed on the student's paper with a "1." 

* Be certain that questions are submitted for each career area of finance. Vou may wish 
to ask for volunteers in- the different categories. Edit the questionr. and have them 
typed or written on cards or slips of paper. If possible, use six differcrrt colors to 
differentidte tfie varying yardage attempts and the touchdown point. Play the game as 
directed. ^ 

Individdal ' ^ > 

1. Give the Student a copy of the Student Hardout -49: "Financial Specialists in 
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Marketing." Ask the student to read the information handout and if he can 
identify the businesses in which these personnel would be working. After the student 
has completed the hs'^.dout, review the finance careers with- him, emphasizing-the 
kinds of businesses in which each is employed and br^ef job descriptions of each 
career. 

Teli the student you want to fird out wtiat sf .dents know about Marketing Careers in 
Finance, Have him prepare a simple one page questionnaire concerning the financial 
seri/ices, businesses, and careers. He might zsk students questions- relating to career, 
opportunities, advancement possibilities; ediicational requirements, advantages and^ 
disadvantages of the careers. - . f 

« 

When he has co'^npleted .his survey, h^ve him prepare a visual display on a poster or 
bulletin board showing the' survey results and conclusions. Ask him if he has yny 
recommenuations to make as a result of the' survey.' ^ 

2. Oisuibute the Student Handout ^50: "Who's Who in Finance^'to the learner. Explain 
to' the ".tudent that these are fifteen of the careers he studi^'d in Student Handout 

x'-49. Ask him to set? how well he can do without the aid of the handout. When he tias 
completed the fifteen career matcinings, have him check his answers ' against his 
handout. Then review his responses to be certain he has the correct answers and to 
clarify any miSMnderstahdmgs. 

Let the student develop a sales promotion campaiqn for finance careers in marketing.' 
hie may cover the entire field, or if he has a special interest, such as securities, he 
could promote that. Explair. to the student-> that students in the School ancf 
community need to k^iow more about financial careers and services. If possible, let 
htm prepare a radio spot on a tape recorder, a t':levision nr>essage on the video tape 
recorder, or a slide series of people and businesses in the community. Who knows, M 
just might get on radio or television,. 

If ?ime allows, have him prepare lOre thar; one sales promotion feature. He'might 
ma!;^' a mmtature b'tiboard to displey around the school or distribute flyers (w'th 
administration's permission) to classmates. Assist in planning, organizing, arrd develop- 
ing his 'sales promotion carr*paign. 

Special Media 

1. Dicdofhiry of Occupational Titles. \/o\ume \ ' ' 

2. Encyclopedia of Careers and Vocational Guidanco, Volume I 
3- Handbook of Job Facts, Science Research /^ :sociates 

4. Job Exporocncc Kit: fi/lotcl fi/lanager. Science Research Associates 

5. Occupational Briefs. Science Research Associates 

6. Occupational Guidance Booklets, P^nne"^ CGrr\par\y 

7. Occupationat Outlook Handbook, U. S. Department of L'^bor ' 

8. iVjdcning Occupational Roles Work Briefs, Science Research Associates 

1(.]8 ' 
no 
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RISKS INVOLVED IN MARKETING 



Competency 

Awareness of the marketing careers in risk bearing that are available in ail businesses and 
industries throughout the channels of^ 

\ - - , ■- 

Objectives . • 6 

1. -Given" a iist of twenty careers in marketing, the student' will identify the twelve 

risk-bearing ocGijpations with 75*'o accuracy, (knowledge) 

2. Given' ten job titles of risk bearmg occupations and their descriptions, the student will 
match. each job title to its description with SO"-:^ accuracy, (comprehension) 

Concepts 

'1. Marketing risks are the possibilities of frnanciai loss to people or. property by 
unforeseen or unconf'otlable factors. 

2^ The factors which Ccuse marketing ri§ks may be grouped into three mam categories or 



a. Market conditions— dri^nqes in prices, consume^ riemj nd. competition 

b. Hunxm rat:rcry- uncertain acts disnonestv. iiiness/ carelessness 
c t'djTura^ oenis- V\^e. disease, earthquakes, colaness. hurricanes- 

.^^^^^ / - - ■ 

3. Two methods of -^-sinim/Zir^g m,rr.e: ng ri^ks ''e :- to redjc-^ t'^e chancos of . f inanc'a'. 
'osses to businesses, as ueU as to md v d'^?:s: - ' , 

a. Good •ri.ir\h;inv:r ^v. - li-^nnir^a a-^:: ^•"*::;e^^e'^:!ng Scferv practices 

4 t'l-o.ivin t*-^' -/.o :-rt;-:^i.:s 'r^^: '-^^-c.: ossc.: t"^^: Noting 'career 

nSv^r^r':-' ■ , . l z^'-.^^^ .t:^ ':::,r^:: . '^c^-Z'r' bOC:a n'Oi't-Tv. 
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e. /•'\s:.r..?/;<.v groAer- represents the client m piirchasmg insurance .Voir the company 
ah'ch best nn^ets XKa custorr-er's nee^ls 

f. L','\'r'^vr Ttv ■ studies rjsk if^Jcvnxmun, ciocides if nsk is to t:e .iccepted, and 
oversees oohcv issij.iru:e tind prenMuni Cj'cuiatiOf^s 

c, PiKHry r/r-r-^^- studies r.oetls of ThdTuStonief and »ssees policy 

h Pu' Cy' O r^.Arr :eviL-vV5 f^olicv to see if it !S conrplete and needs tht: needs of the 

Prcnhi^r^^ C/:^^/. st..iJ!es policy and risk factors' to determine the correct classifica- 
• tions jrd Co'ca'ates t^ie pren^iun^ * ' • ■ • * 

i S;.s/':=sjc AjJr:or ^t'^as'ancj -ns^ects businesses to check if the nremum is correct 

for :.'\it business' tvpe.. size. location, etc. 
^ C j '^-::; ^: -^Ss^cks ire and neaith losses, ?o' pavn-.ent 

■' C'j-'r:^ .4{//.;>:rr-c^Wks propertv . da"iuues to see A ti^e bosses are covered and 
c!eterr^nes t"e arno'j-.^\ot the reimtiLirsement, to i^isur^l > ' 
5.,^. : ' ■ ,.:.is o- d'r:'Ose:^ of :"e da-Tiaaed i-ronerty after clanrs 

i:-. \*..nv r<^r^::cr ^nc ^'S-. cn;^c^tL:'-: es ^-e-fojno ni.rrercas ^^usi:^f ::^e5, 

^ - Cv';. : ; *.^.-:des has:-;t^:: ni^, je'^ient and qove:T^;r;ent off^cia's with risk 
•nV''^>at.on ^O'' n^c;'^c^je^"e' ^t decis.ons 

I'.r.V.- In^ijr^rici- 5r:v..: ^-^r-iyenares ^rsi^rance ce-tificates on for^r'gn trade ship- 
-^^ents. ;;rGces5es ;rsurance, . f i vc-s pre*r*L;"i rates / 

'"■•'^^•' •'V pohctes. o'*C'Cedures, ind :^ersonnel of insurance 

co-^va jPivs ^or gGve'";*^^e'^r aaencses ... 
d. >' (^.:vJ''7'';V;:. r-^5eCv.res QC'^^na*"v insurance plans *or tirn-^ 
«* 

EqufpmeTit 

Cre-'*ea:: ;^C]ec:or ^{^-^-^v r-o.^e r'-r-ector. *;:r-s:-ip p-oiector 



T/aterials 

* F -Ts ■ F,j- Sc'^-^e V^st ;\a:c*~. ' BLs:ness ^ci^Cdi'O^-) r\\rr,s 

•■;\o* ;\ oe ^KL^-a-ce ^ e^ta^e/* rv'cde-*^ Taikir^g Picture Service 

2 F "T^str :'!s. 'Eus:-ess of xrep;-g F'c^iSrS,'' Audio-Vis-a; Associates 
"C::-eers i" 'nsara'^ce/' A-~;er;can ■InsL.^ance Institute 
■'•nsL.'arce C.;"ee:s." ;n5':.ta:e of Insorsnce 

3. Bcok^ets: * A Li^e'Cjj^eer/' insfti^t^ of Insurance 

"Ca-t-rs in Prci^e-ty a-^d L-ab iity insurance." insurance inforn^ation 
i-st.tate 

'■i*"s u:^ To Voa," i^strtate of insurance . • 
^. C:.';-- Or:;::^rrr:.: "i/S' .1 ■j^^.e:--^^ £.:sr:::»:is a:'c' Crr/re Sx?ea/a/.5r5 
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evr Opportunities. New, York Lik* insurance Company 

6. "dneor World." Vol. 1, No. 9, May T973, "Surprising Sco[h} tn Insurance Careers" 

7. Dictiot\ir\ of Occunjtion.il Titles 

8. Encvclonvdij of Oirot^rs :vhi Voationjl GuidjncK\ Volumes I and II 

9. Dcajp.ttiooj/ Oij:/ou\ Hjrahook, U. S. Depcirtment'of L<jt)or 
10. Occupjtfonjl Briefs. SciCfKe Rt^search AssoC'^nes 

'1 ! . Occiipntnyruf Gn-n.fKt' BookVBv-F^tm^v CrOa-^i^iny. - , 

12. OccupjtfOf's jinl C.^^et.'r's Webster VcGrjw Hil: Conrpdny 

13. iVideriog Oi:cuo.:tn^'\:' Rolcb iVurK Br^rf^:, ScurDce Research Associates 

Special Resources 

1. Student Har-idouts -51 55 

2. Commerctai GaT,e : Deaier's C-o^ce 
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THE MAkKETING RISK SCEME - KEY 



T^'^ec^hon.? Si.rvL^vC- ^ Pomcv Writer 

R Sc'es A ' ^ H Ci^i^^^s Adjuster 

D'SnijiS ^'>irJ■u•r ■ _ Rejl Estate Sa^esr^^in 

Ac-: L.,v;r-L;I - : * irpOTtt:'r Expur:er 



L^'w.^^v.- :t.T R Salvor Aqent" 



R \r.r^^V':^l\^■w^^\ A.5C'U A/rhne Stewardess 

R !nsur:;:^ce B•'0^^^ ^ Cijr^^s Analyst 

S.:;^s ?-o--no:^o:-^ D''-^Q:or R hisurance Coc-'dtnator 

A*-icc^r: c* 9 co'Trci c:'^5/.'^-"s 0^ ^5 ^^Xi^acv ' ^"^iiiCdiXe satis^actorv knov\iedcre on this 



: E ^ 6. A 

3, H S, D 

5. 3 ^0. J 

'■;.-er the st^ce^t cor'rt^: -.re-: fi-:^ 3 r-e -r-arKeting -sk careers cn t"!S eva'oafon 
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THE MARKETIfSlG RISK SURVEY - KEY 



] T !:v *C"iO\\>f\) !\\'r?.ve Cor>'t»^S S^ThJ."! In/ C\u-.-r'^\. 



C.J ^^''^ AfU: ^ St 


7 










;fisi/ .:r\:r^ Ai^^rit 


0 






10 


inOt'f'endt-MU Aqent 










1?. 





3 H 

4 C 

5 5 



7 J 

3. G 

10. L 



i jccetr-ubl-? i^-o'-^orf'^^^jrce this cw 

-r^ ^O" SO iCCLJ''jC> 
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LEARNING ACTIVITIES 



UN5T TITLE R/sks In.'ofed in Marketing UNIT ~ 9 OBJECTIVE ^ 1 

Group 

1. Begiri the discussion tn class by asking the question: "Have any of you ever taken a 
rtsk^" Create interdCtion among students about the kmcis of risks That they have 
taken. Ask someone to explain uhat they mean by the word. E\f)inin that it is the^^ 
possibihtv of tinanciai loss to persons ct propertv. Relate how fhanciol losses occur ^^v, 

• thfou-jh acc-tdents. deaths, etc. Ask studems to explain ho^v iv mk -Cttn be ovokied or- 

redjced- - 

Tell studerns that businesses assume risks, too. Ask them if They can thmk of any 
risks that businesses take. Inciude examples relating to nature ifire, hailt. people 
(carelessness, d'shonesty). and economic conditions (depression, mflation). Ask stu 
de^ts hov; tnese risks are handled. Create a- discussion ^ evolving around safety 
precautions by good management policies and the ptjrchase of insurance. 

Explain to The students that generally soeakmg, risk responsibilities are part of the 
management's dutes, and that m tnis unit they will primarily explore marketing 
careers m insurance. Ask students if they can thmk of any careers in insurance. Tfci'is 
should lead to the sales ana or independent agent and the claims adjuster. Relate 
other caree-'S to these tivo }Obs. Re emphasize the careers and \.vrite them on the board 
or overhead projector, 

2. Vake an overheaa transDarencv of Student Handout "51: "Risk Hecai!" and place it 
on-:he overhead projector. Revea^ only one ca'-eer at a time, letting students guess 
/.nich na''<e:.ing risk career -n insurance it is. Fol!o\.v the correct identification of the 
carej' u^th an ex-ia-^-ation ot what that ;>erson does in an insurance company or in 

^ con^ect';jn vVith it. 

Co^": n^e t'^rOwCjh each of the mrar-etmq risk career-^, showmg one career at a time and 
ina ,\^Th an explanation ot that ;ob 'unction or description. To. keep students 
■-"te-estec. r:e',ect insurance s'O'' es by yourse-f or have students volunteer exoenences 
i^nc•l^ ie'Jce. T^v ta mcLc2r as many bus-ness situations ..is possible, but rebate the 
r-^ro^t^-nce of >nsura-~-ce and tbe msiirance personnel to the students and their ir^es, 

i\^^r*n vC:«; have comp"et^.*c tn-s v.*th the students, ask them'^o go home a -d find out 
►re r fam^ies na.e insurance-oe'someL profescvccnal, or busmess. Ask them, to find 
o^: \-.'^a: <!^d i: is, .v^o so'd it to t'^em. is *t a g^cun oolicy handled by an industrial 
:-v,5iness nsL-a-^ce coordinator cf tne company agency" Was it purchased f^om a 
r c- ce s.^i'*:^s acenr^ V-s$ it obtj:ned f'cm. an Inder-ende-^t agent of the company. 
-.i--r is a State ra^m. '-ecresertat ve in h s o^vn office^ VJas it gotten from an insurance 
b' ::■•«. er wn^ na^'::ie> msv^rance for m^ny compan^es^ IVhen tne students Teturn, review 
:-.e t^fcmation Gathered., and relci^e these ca^-eers to the others m the field of 

C M S 



Individual^ 

1. DiStrjbute the Stu(ient Hjndout =51: ."Risk Recall" to the student and have him 
c.orn)itj:e the puz^^io. • VVfien he has finished identifymg the eighteen careers in 
ip.sijtanoe. qi'.e hini seve'-^^l the resources identified under Special Media below. Ask 

to investicjate eacn of the career .titles and write a short explanation of each of 
:'"err. Ttil h.ni tfiat he n-^jy :vesent the iofo'-mation in any manner he wishes -a short 
^icv. r"Oen\ a poster, bviiletsn board, a monologue, etc: Review the information tv 
ijatr-e^s w:!h, hir;^ penodicailv to be certain he understands each career researched. 

2. "^sk the studi U to irventory his personal belongings at home using the Stude>.T 
ha*-dout -b2: "Personal Posst^ssions Package/' When the student returns to school^ 
,}S-. hsn^. to p\ai>? a choc^ ru^xt to the ten items of all those that he has listed that he 
\.\Oi.Jd k^:^e:) he hat~3 to 'Obe sof^ie of then'*.. Have him place a check in the box in 
*(Of.T or ujc'^- iterr ^sted. Ask tre student to explain why f;e selected those. ten items 
*rcr' oil tr ose haci hsted. He mav oo thiS oraMy or on pa()er. 

£\:: .-n^t:^ ti t- s:ud->^t inut vvhe:> "^j >'? O'Ji on h^s ov\n workirTg, he can buy insurance 
:o protect '-iS tsnaric a' irvostn^eni in them, even if he does not own his house. Tell 
r-...:-- ih.jt cCc/c: t>.A J r^Mtor':. ;>r.!icv for .a verv snvil i^mount of money. Inform the 
st\.'>r-i ^-.i- s CO'P.: TO ::$?j?"ie i*e sojl and working, and 'le is going to purchase 
':'nte''s i/C ;c;v to P'otecr his personal beloncincs. Ask htm to identify orally or in 
>\'- tirv; at -jasl twe -.v ■^>.-anc-: careers that v\ould be involved fn^m the t^me he 
to- t'^e poi-c^ a*^d the t^me was :s5^ed to h^m. Rev?ew these ca'^eers with 
n.-^^ ^r':^ li'sc^ss others that has O'T^ittec:. 

Special r.Tedia 

1. r ;rs- For Sc'^'^ VL>t V. Jtc^/' Business Education Films 

"*Ac'-d \\ :rs^ra'"ceA't-tu'e,"' fv^odern Taikir^g Picture Service 

2. r r stvps "Susinesso^ Keeping P^crises/' Audic-Visual Associates 

' C-^-.'ers in irsura'^ce./* American ins;.. ranee Institute 
"h'So^'ance Ccirerrs/' Inst tuteof in^L^rance 

3. Bookirts: A L/t: Caree'-/^ ^nst:tute ct ir^surance 

"C.:::eers -n P^::ertv and Li-b^iity Insurance," Insurance information lnstlti*te 
"It's Lc To Ycj. ' Institute of Insurance 

5. Ci^r'' Opccr*.:-':;es, \rw ^qs. L :e insurance Cc^^Dany. "Li*e !nsi.rar:ce" ' 

6. '"Cr'rr. * *Vc-r,v:. Voi. "1, \o. 3, Vay 1973, "Si-rprrs*n^ Sco;:)e ;n insurance Careers" 

7. D*cr;-.vu^v Occ:;::-:?r/Ovi' rT/:f'5. ''^nsu'-ance'' "Salesman" *X^a;ms" 
S. Encr':^:::-pf^c-j C^'ee'^s c^rd V'osarior^arGu^dance:^ Vo'. I. "insurance" 
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LEAhNlNG ACHVITIES 



' UNIT TITLE Risl^-J In.alvoa n; ^.Ijrketinij UNIT - 9 OBJECTIVE - 2 

Group 

1. Dupltcjte the career descriptions in Student Handout ^53: "Investigating Risk Careers 
in insurjnc^^ ' <ind cut then) apart. Distribute one each to fifteen of the students. Have 
each of them study the clues and see jf he can identify a. Telt him to keep it a secret 
if he K.rovvs It. Divide the rest of the class into two teams, if an extra student 
r-Mr.ams, have him se^ve as a scorekeeper. 

Exp'am to the students that each one of the fifteen students representing risk 
personaii^ios m* insurance will read one clue to 4:;is personality. A flip of the coin can 
determine the team who may go first. Then that team may collaborate to decide who 
that r?sk personality is. The team receives one guess. If they are correct, they receive 5 
::)Oints. If they are not correct, the other team eai^ns a chance to identify thti career. If 
that team cannot identify the career either, the student holding that clue card has a 
chance to- win five points by correctly identifying the risk career. Remember, the 
cards do not have the ca»'eer titles on them. If he cannot answer, any of the other 
fourteen career personality students may try. 

H no one can identify the career on the first clue, repeat the procedure for another 
C"ue, If none of the students can identify ii on the second due, h^ve that risk 
personaHty read all of the remamina clues. If a team or mdivtduai guesses the risk 
career on the f;rst cSue. 5 points^ are earned. If the career is identified on the second 
c 'je. 3 noints a^e added to that tejkm or person's score. If the risk personality is 
n^'^^ea on the X'^nb ciue or set of clues, 1 po^nt is earned. 

stjcrent can ^c-entify the risk career, review the information with the students 
c:*^ri ev:;.cin thai career title .^nd {>:?scnpticn. Notice f'om the above game si^tuation 
<i i stuai'-is. mciividual as weH as Che team, have an ocpdrtumty to wm the game. 
T:-L- w^rniT ecu d be named "f^e insurance agent of the day" or the ''insurance team 

2- £i:-;:v •'"^^ •^fo'' •■ai-cn m Studen: Hanaout -54: ''Hollywood Squ:.'''es"" "and give each 
r^.o^-^.i .1 cony o' t'".? direc:ions'if ooss^bl-e. Distribute^ a sheet for students to indicate 
.-.■'v:r-^"^ tnev wou d p'^efer to serve as paneiisis *Mke O.arlie Weaver;, contestant or 
Z'. '^'.ocii-rato'' ,ask the Gvest-onsi, .scorekeeper. juoQ-, or i:L:ihorit^e>. r^ave ten 
^:-.::o-^-:s S'Cn -j-icer the pane: : sts coil- mn ir case someone absent Thai da v. 

::>:vd :n t^e a;rect c^sr have each stut^e'^t nrenare :::ueitors- 'n th^> case, 
i5-^^^:ncv' and iriSLira'^ce careers. Have :he aL:t'^or;t;es revi-?w f^e qi. est' ens, and 
rv ' * n^: ccr':es to vou. Tyce these. :f pcssir^tr. on a icrcjtr ;^.!::?:'n tv i^'trw-ier 
^•//":rt:: \\^t:- an o^atc^' element, \-3ke t^ansivirrnc^ei v^'^sr questions, so. 
~ re proyrcted on the overhead screen as we;* as be "trad by the moderator. 
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Supply each of the nine panelists with the questions " and answers. This is good 
reinforcement for them and provides them with tht? correct information to yi^e 4he 
^mswor or "biuff" a c<>^M^afHT--^f-Trme-3ttD;V$:"r.o among the various 

positions, especially between contestants and panelists. 

Individuat 

1. Give the learner a copy ov the Student Handout -53: "Investigating Risk Careers in 
Insurance" and have him study the c^ues to identify the risk career that is explained. 
When he has completed studying the career clues and wntinr? in the career title in the 
blank provided, review each of the careers with him, emphasizing how each is involved 
from tho time a policy is initiated until the policy is issued. 

If possible, have the student visit a locji insurance aaency o-^ office to obsen-e the 
activities and tu!k to employees. IVhen he returns ask him to present a review of his 
exoerience oraily, in writing, or by 5o:ne visuaJ means. Perhaps, he might wish to tape 
his report on a tape recorder. 

2. After the student h^s 'jecvime famiiiar with risk careers m insurance and the job 
descriptions 0^ each nerson, give him a copy of tre Student Handout -55: "Risk 
Rewards." Explain to him> th.:t th^-re a^e seventeen cjree^s hsted and seventeen 
allocations for Christmas bonuses. RenVmd hrr. th:;t so:ivj of the people 'are not 
saiciried empiovees of the insurance compc:ny or ac:'.:al co-^.^f^any personnel, but that 
they serve the companv by orovicmg new cljents. 

3e sure :o explain to students that if there are anv persons they do not think should 
get d bonus, they snojid ieave tra: space biank and expidin their reasoning on the 
back of the paper. f^is snau^d ^anoen. then the stucen: may wish to allocate that 
money to someone e;se. 'f so, t^^^is may also be mcUjdea on the back v.it^ justification 
for the decision. 

V:hen the st-jder: hjs finished a^s^g'^mq the bonuses, ask him to explain v.-hy,he chose 
the oeop-e he dia ^or: t"^e Kian bcr^uses. the low bonuses, and the "middle of the 
roaUers." Review the responsibilities of each and include those careers not oh. the list 
before the student is eva;u3ted. * - ^ 

Special Media ^ . . 

1. ,Qccup'^Tio-^3i Our'^sok Hj'^ciboc:^: . "l^rsiirance. Agents and Brokers" . 

2. Or.::-^Pv?r/o-:j;' c^'/er's. Science Research Associates - 

"Insurance Aciuste^s" "insurance Agents ' 

3. 0::cK;pj:-:y'x^: Gj^d.r-'C:^ S^^^'^'s. Fi-^nev Comcany 

"C3sua:Tv UnGer.v;ter" '"Fire ! nvesttcato.:' 
''insurance Agent" "Insura-^ce Aud-tor" 

4/0 .'rr. J ns snd C? ret?-''i' , "S a :■ es C cc u r-.a t > o n 5 " 

5. IV/jr^e-n^rL; Oi:c:;.:;^::0.-'i^" n Uc?^^ S'^^'e-'s, Science Rese.rch A^>oc;3:es 
'Mns;;irance Agents" ^^insura-^ce Ad;usters" ":nsura-ce Clerks" 
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Supply each of the nine panelists with the questions ' and answers. This is good 
reinforcement for them and provides them with tht? correct information to yi^e the 
^mswer or "bluff" a c<>^M^afHT--^f-Trme-3ttD;V$:"r.ola among the various 

positions, especially between contestants and panelists. 

Individuat 

1. Give the learner a copy ov the Student Handout -53: "Investigating Risk Careers in 
Insurance" and have him study the cSues to identify the risk career that is explained. 
When he has completed studying the career clues and wntinr? m the career title in the 
blank provided, review each of the careers with him, emphasizing how each is involved 
from th^ time a policy is initiated until the policy is issued. 

If possib!^-\ have the student visit a local insurance aaency o-^ office to obsen-e the 
activities and tu!k to employees. IVhen he returns ask him to present a review of his 
exoerience orally, in vvrittng. or by 5o:ne visuaJ means. Perhaps, he might vvjsh to tape 
his report on o tape recorder. 

2. After the student h^s L^ecvime famiiiar wah risk careers m insurance and the job 
descriptions 0^ each oerson. give "^im a copy of tre Student Handout -55: "Risk 
Rewards." Explain to him> th.:t there a^e seventeen careers hsted and seventeen 
cilocations for Christmas bonuses. Remind hrr. th::t so:ivj of the people are not 
Soiciried empiovees of the insurance compc:ny or acti;al co-'^^f^any personnel, but that 
they serve the companv by orovicmg new cljents. 

3e sure to explain to students that if there are anv persons they do not think should 
get d bonus, they snojid ieave tra: space biank and explain their reasoning on the 
back of tht? paper. f^is snau^d ^anoen. then the stucent may wish to allocate that 
money to someone e;se. 'f so, t^^^is may also be mcUjdea on the Pack v.it^ justification 
for the decision. 

When the stLidert has finished a:^5:g'^mq the bonuses, ask him to explain why, he chose 
the oeop':e he dia ^or: t"!e Kian bonuses, the low bonuses, and the "middte of the 
roaUers." Review the res:?or;$:b^lit:es of each and include those careers not oh. the list 
before the student is evaiuated. * • ^ 

' - \ . 

Special Media ^ . . 

1. ,Qccuo'^:io-^3i Our'^sok Hj-^ciboc:^:. "l^rsiiraoce. Agents and Brokers" . 

2. Or.::-'P^?r/o-:j;' c^'/er's. Science Research Associates - 

"insurance Aciuste^s" "insi-rance Agentis ' 

3. Orcc/r-c.:":. :?'^?/ Gj'^r.r-V:^ Fi-^nev Comcany 

"C3$ua:tv UnGer.v;ter" '"Fire ! nvesttcatcr' 
"insurance Agent" "Insura-^ce Aud-tor" 
4/0 .'rr. J r.": ns snd C? rre-'^i' , "S a :■ es C cc u r-.a t > o n s " 

5. uVc'e.-7,'ri7 Oi:c:;.:;^::o.-'i^;" nr/^^s Uc?^^ S'^^'e-'s, Science Rese.rcn A^>oc;3:es 
'Mns;;irance Agents" ^^insura-^ce Adjusre^s" ";nsura-ce Clerks" 
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"MAIMAGEP/ENT; GETTING IT TOGETHER" 



Competency ^ ' \ 

Understanding of the large number *.of opportunities availabJe within the tnree major 
career levels of marketing managers and the basic functions they perform throwghout the 
channels of distribution. 

Objectives 

1, Given twenty-four marketing careers, the student will identify the sixteen which are at 
the management level, (knowledge) 

2, Given ten management situations, the student will give the correct management job 
title involved in each situation and distir>guish the career level of that manager with 
80% accuracy, (comprehension) 

Concepts 

V. Management is the process of coordinating all resources in order to achieve the. goals 
set by a business or industry. 

2. The marketing manager coordinates ail business resources by planning, organizing, 
directing, -^nd controlling ail activities to meet the goals of the business or organ! 
zation, 

3. The activities whtch a marketing manager performs rrv^sy be grouped into four major 
functional areas: 

a, Pianning involves determining what procedures will accOvTtplish the goals set for the 
business. 

b. Organizing includes deciding how the procedures can best be implemented to 
achieve success for the firnrL * 

c Directing is the process of leading and guiding personnel within the business to 
reach the goals of the business. 

d. Controliing involves supervision ,of performance according to the established 
standards in order to meet the stated goals. 

V - 

4. -Management areers 'may be classified by one of three'-career levels: 

a. E:cecutives are responsible for decisions coordinating all marketing activities within 
a business or organization. 

b. Mid-Management involves supea'ision of activities within a specific department or 
division of a business or itj^ustry. 

c SpeciaiisliS include highly trained, knowledgeable personnel^ who provide" vital 
information directly to top management of a firm. 
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5. Examples of different management level careers are: 

a. E ktycutfve- cor \:>oraX\on pres)deiit, (department store manager, innkeeper - 

b. lvffd MjrK}genH'/^t-sa\es manager, department manager, warehouse supervise 

c. Speci^)hst-n^afKeunci research analysf, buyer, fashion oonrdmator 

Equipment 

1. Overhead projector. 16mm fiim projector 

2. Tape. recorder, video tape recorder, record player 

Materials 

1. Films: "Management Improvement" It's Yocir Busmess" 

"Is a"Care"er in Business Administration fcr You?" 

"Is a Career m Management for You^" ■ . ■ • 

2. Filmstnos: "Careers m Business Admmistration" 

3. Pamphlets. Job Opporti/rin^es in RetdiUrjg^ ^,C. Penney 

• Mt'rc^K>sKise M3mgen}f-^n Trainee • - 
Advertising ond DispL^y Supen-'isor 

4. Career Opportunities: \1i:irketing, Bus-ness. jr.d OfficeSpecisfists • , . 
6. DjCTio^:jry of Occupjtfonaf Tttles. yo^<irr}e] 

6. EncyclopeliiJ of Careers jnd Vocational Guidance, V^olume I . 

7: HjMd^Do.^ c;/^ Joi; Science Research Associates 

8- Job Expedience Kit: Motei Monager.^Scx^nc^ ReyjarctVAssociates 

9. OccupotionjI Briefs. Science Research Associates 
10 Occupations! GuidJfK'j BooKhrtsi^^'m^ey Company 
11. 0ccuD3t^O'^3' Cutiook H3nd::o^k: U; S. Department of Labor 
'\2] V^fc^ent^-^g Cccup^Ttf-on.zl Rol^s '*'jorK Srif\ Science Research Associates 

Supplies 

1. Cassette or reel^aoes, video tare 

2. CDr.s:ruc:?on paper, aosterboard; v,h;:e paper 

Special Resources - • 

1. Student Handouts -55-SC . ' . 

2., Cor-merc»al Games: "Bi'lionaire/' Parker Brothers - ^ 

.•"Bess/* Ideal Toy Coloration 
"Junior Executrve," Whitman Comoany, 
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THE MANAGEMENT SCENE KE\ 



1. The following sixteen nnarketing careers should have be^n cin?t^d|^ 

Innkeeper / , ' ^Executive Secretary 

Store Manager . ^'Stationmaster . 

Fashion Buyer ^ ^ Bank Cashier 

Publicity Director 
' Division Superintendent 

Standards -Analyst 
Warehouse Supervisor 
Magazine Editor ^ 



Contract Admirsistrator 
Corporate President 
Gift Shop Proprietor 
Marketing Research Director 
Gradu'^q Foreman 



2. The following managen>ent careers and management levels shoutd have been identified: 

f . ^ . 

Career Level 





Management Career 


Level 




Innkeeper- ' 


E 


2. 


Retail Buyer . 


S 


3. 


Warehouse Supervisor 


M . 


4. 


Research "Analyst 




5. 


^ Corporation President , 




6. 


FashiOTJ^ Coordinator 


S 


7. 


Display Manager 


A". 


8. 


Economist- 


S 


9, 


Grading Foreman 




10. 


Stati(^nrr.3STer 


E 



If the student rec^iVes a score of 16 or 80% accuracV on the above e^^raluation item, he 
wiU ha\-e demo^strated acceptable proficie-ncy for obi^clive =2. - " 
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THE MANAGEMENT SURVEY - KEY 

1. Th^ following sixteen marketing careers should have an beside them: - 

Corporate President AirporrSuperiniendent 

Dock Bosb " Terminal Supervisor 

Marketing Research Analyst Association Administrator 

Florist . ^ Innkeep'.tr 

' Business Broker Bookma^l- ^ 

Nev^paper Editor Fashion Coordinator 

Sales Promotioh Director Industrial Economist 

Def)artmunt Store Mjnarjer Branch Office Forunjan 

2. Tne foilowitig manatjf mcnt^Cciroers and .manafjeMnent levels sfiould have been identified: 

MjfHiiff'/rH'fft Cjn^rrs Mcinagcfuan Lovrls 

1. Bank President E 

2. Florist E 

3. DepartfTient Manager M 

4. Whoiesalc Buyer , 



c 



5. Dock Boss 'vl 

6. Claims Adjuster S 

7. Air[)ort SuperintenderU E 

8. Merchandise M.inag(jr E 

9. Advertising Layout Man S 
-10. Field Representative M 

The student will achieve obsective -2 by attaining a score 'of 16 correct answers or 80% 
accuracy on this lest iiem. 
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- • LEARNING ACTIVITIES 

UNIT TITLE MjiKigcnHUtt: "Grtt'nnj It Tuyetinr' UNIT - 10 OBJECTIVE ^ ' 

Gfoup 

1. Divide the class into foiif (jroups, one edch for producers, wholesdiers, retailers, and 
nuijketiny service industries. Ask eacli student to liave a sheet of paper ready. Expljin 
to the students that you fust of all want them to work as individuals. Ask each of 

. th».'nj to list as ivujny nunjqernent careers as they can for their group's area. 

Att^r eacfii iw^ivitiual st^Hlrnt hjs cunif)iled Ins list, have the groups gather tojft'ther to 
-o!"V)cire lists and corrf)ile a master list of marketincj manayement careers. Have each 
^;rtiijp select c) repoMci lu r».'late that group's list of careers to tfie entire class. Ask 
siudenis from the other (jrouos to add any names to ttie list or make any corrections. 

F'j'iMV, thf s,:;ne pfO(j'dure ^Jr t\u:fi of liie groLips. Add any names to eacli list which 
:ht: stu(jt rUs I'uive not includi.'d. Ask students vv^.at js meant t)y the term m.injgenu'nt. 
E :^ ;)iK;M/e thji n is tlie process of f^Linmny, orcjam/iruj, directing, and corUfOllmg all 
p*;rsi)rmi'l af^d ji.tivities to [jest meet t needs aitd gojis of tlie business. 

2. Cjivt.' i\ic\} sUiCK;r^: ir. ih*> class a copy of the Student Handout -*-56: "Mercliandise 
'.\.'\Mji'nvnl Decisions." Exf)!ain to the student that for each business or industry, he 
will jssunie tiie role of a manager to fnake the Ixjying and selling decisions. Ask tin* 
slucieni to thin^ jho'jt tiu* tout nidnagenient fundions of planning, orgjni/ing, 
daecting, ,incl conuolling ^.viiilfi he is doing this. 

Aiw.'/. Hie eljss jtHJut tw^'oty inir^iit'es to cofiifilete tho sheets,' and then have students 
M'Ki:-' rh:.> jnsv.T'rs tfiey .\rute. As\ students what mjnageme'nt careers vv(?re involved in 
W'.v-.r deciSMXv-, .;nd jctiviiies. V'^rite j I'st of thf,* m.inagerrient careers identdied on the 
(.:\j!k[)Oiif (t ur the overlu'cid oiojectf. 

Av^.-v :.tudf?nts v.'tuit othiM nuinagement c^^reers th.ey can think of tliat m.ght be found 
if^. <jtlier kiruis ot ' lousinesses and add t^iese* career titles to tliose 0!1 the b(.)ard or 
uverhejd prc)je(:tf )r. 'ncUide all of the careers ide-ntiiied in Student Handout -'57. 



Individual 

1. G've \\yj learner a cony of the Student Handout -^57: "Marketing Managemervt; 
GeiniKj It Together." Have tfie student read tlie first three pages of haruiout. Discuss 
the definition of management, tfie major functions of management, anrl the manage 
merit careers liste'd on the third sheet. Ask tne student to study each of the career 
titles and decide what kmd of business is indicated by that career title: a m.anu- 
fdclurer, wholesaler, retailer, or marketing service industry. Have him (^lace an M, W, 
R, or S next to each of tliem, and review hiS conclusions with him. 
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Give the learner a copy of the Student Hantiout -58. "Marketing Management 
Mobile" and have him assemble the mobile using, siring, nylon line, yarn, or thread. 
Tell the student that he may arrange the nine parts m any order, as long as he shows 
the marketing management term as the coordinator of the eight marketing functions. 

On the back of each marketing function, have the student identify a management level 
position associated with that function. For example, the student mig*n select: a 
n^erchandise manager for buying, a warehouse supervisor for storage, a quality control 
manager for standardization. On the back of the management term, have the student 
select an executive or top management position, such as a bank. president, department 
store manager, or an executive secretary. Tell him he may include a simple illustration, 
. picture, or design if he wishes. Have him use career titles found on the third page of 
t!)e Stucfent Handout -57. 

Special Media 

1. Films; "Management Improvement- It's Your Business" 

"Is a Career in Business Administration for You?"' 
"Is a Career- in Managemerit for You?" 

2. Filmstrips: "Careers in Business Administration" 

3. PamphliMs: "Job Opportunities in Retailing," J.C. Penney 

Merchandise Management Trainee 
Advertising and Display Supervisor 

4. Qin^cr Opportunttivs: Marketing, Business, jruf Office Spocid/ists 
5- Dictionary of Gccupatiothil Titles, Volume I 

6 . Ef )c yc lo pod I ii o f Ca reers and Voca tiofial Gu ida nee. Volume I , "Management" 

7. Handl)ook of Job Facts, Science Research Associates 

8. Job Experief)ce Kit: Motel Mafiager, Science Research Associates 

9. OccopatiorKil Briefs, Science Research Associates 
10. Orcnpatiofial Guidance Booklets, Finney Comflany 

n. Occnpatiofial Outlook Hafidbook, "Managerial Occupations" 

12. Project Loom Unit'j: 

"Apartment Manager" "Department Store Buyer" "Fashion Buyer" 
"Gift Shbp Owner/Manager" "Florist" "Jeweler" "Pet Shop Manager" 
"Restatjrant Manager" "Fish Market Manager" "Service Station Operator" 

13. Widening Occupational Roles Work Briefs, Science Research Associates 
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LEARNING ACTIVITIES 



UNIT TITLE Management: ''Getting It Together'' UfJIT # 10 OBJECTIVE ^2 
Group 

1. After you have covered the material included in Student Handout ^^^57, hjve' each 
student select a management career of interest to him for each of the three 
management levels: executive, mid-management, and specialist. If possible, have 
students select career titles from the list contained in the above handout. Ask each 
student to select one of the following statements for each of his chosen careers, so 
that he has a different statement for each of them: 

I f^nd it very easy to get along with all kinds of people. 

Tne quality of rny written work is always very neat and accurate. 

I dress in a very neat and fashionable way. 

My self control and confidence have been deveJoped through perseverance. 

I have a great deal of imagination and creative ability. 

My educational background includes a four-year college degree. 

I have foresight in seeing what needs to be done. 

Paperwork at a desk is what I enjoy doing most. 

i hove an outstanding speaking voice and vocabulary. 

My. interest and enthusiasm have furthered rny career. 

%xpkiin to each student that you want them to write a character sketch of each of 
the three; cJ^eers they have selected. Each of them should be written from the 
standpoint of the statemertt that was selected. When all oi the students have 
completed tl)eir character sketches, have each student exchange sketches with another 
student. Let tlie students question each other. Rotate around the room and seltct 
some sketches tor students to read Have students identify the careers in the character 
sketches, the management level o* the career, and a brief explanation of the job 
duties. Review some other career titles, descriptions, and management level classifica^ 
ions that were included in the Student Handout -57. 

2. Study the directions in Student Handout -59: "Marketing Management Decisions 
Game" jnd give students copies of the Job Profile Cards to complete or develop them 
yourself. Proviae the students with the printed directions or explain the game activity 
to them. Develop some additional time'y questions to iidd to those given to you in 
the handout. Involve the students in the activity as described, re 'iewing career titles, 
job descriptions, and management levels throughout the activity; 

Individual 

1. Distribute the rest of StudOf.t Handout ^^57 to the student. Review the information 
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abc'ji the management career levels with him. Ask him to identdy ^cich of \he listed 
marketing managernerr careers as an executive, supervisor or mid management, or 
bpecsal'St. Have the student write a situation in which ten of the management career 
personnel coulcj be involved. Review these with the student. Have him answer the 
questions on the last page of the ^^andout. The page has the tit!'?, "Marketing 
rvlcinagenient Questionnaire" on it. 

Give the learner a copy of the Student Haf.dout -^60: "Classifying Car(?ers." Explain 
to the student that executive positions are to be checked under the "Executive" 
colufTTn; specialist positions under the "Sfjecialist" column; su[:)ervisor positions un<1er 
th(» "fvljd Managem^jnt" column; and entrant positions under the "Employee" column. 
Explain the terms employee and entrant to be certain he understands the difference. 
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CHANNEL CHALLENGE 



#1 



Participants 

1 Emcee/Judge 3 Contestants 1 Scorekeeper 

Directions 

Three contestants are read three questions varying in difficulty from 3 to 7 points, so that one 
question is worth 3 points, another valued at 5 points, and the last one worth 7 points. As each 
question is read, each contestant may receive the chance to answer that question by signaling 
before his opponents' If his answer is correct, a corresponding number of points is added to his 
score, and he earns the opportunity to answer the next question. If his answer is not correct, the 
opponent who signaled next may answer the question. If he is correct, he receives the points and 
a chance to answer the next question. The round continues until one player earns 15 points or 
more. He then gets the opportunity to go to the Channel Challenge Bonus Board, a sample of. 
which is illustrated beiow. 

Note that the gameboard has four columns, valued at 1, 2, 3, or. 4 points each. Within each of 
these columns are four squares, which should be illustrated with "four different colors, such as 
red, blue, green, and yellow. Four terms should be printed, one on each of the four colors. Each 
columns' four terms and colors should be alternated, so that there is no easily distinguishable 
pattern, such as any one term being on the same colored square in each of the four columns. 
The four terms which should be written on four squares are: PRODUCER, WHOLESALER, 
rIETAILER, AND MARKETING SERVICES, the major kinds of businesses involved in distribut- 
ing goods to the consumer. 

Vifhen the winning contestant looks at the gameboard, he should only see four different colored 
squares for each column with that column's number on each of them. He has 15 points and 
* must decide ho,w he wishes to reveal the word behind at least four squares, one in each column, 
so that he uncovers four different terms. As an example: he may select 4 green to reveal 
"WHOLESALER," 3 blue to, uncover "RETAILER," 2 yellow to unveil "MARKETING 
SERVICES," and 1 red to show "RETAILER." He now would have used up 10 of his 15 points 
and has 5 points left to find the fourth term, " PRODUCER." His only limitation is that he may 
not uncover more than three of the tour squares in any one column. In this case, the contestant 
could still uncover two more squares in each of the four columns, although in this case he could 
not turn over two 3's or 4's because he does not have enough points remaining. If the player 
successfully discovers all four terms within his point limit, he then earns a bonus prize to be 
determined by the instructor. Generally, 2-3 games may be played during a class period. Special 
additional bonuses may be awarded contestants winning more ihan one round or game. 
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Sample Gameboard 

• 1 



2 



3 



4 



WHOLESALER 


RETAILER 


MARKETING 
SERVICES 


RETAILER 


MARKETING 
SERVICES 


WHOLESALER 


RETAI LER 


WHULfcbALbH 


RETAILER 


PRODUCER 


PRODUCER 


MARKETING 
SERVICES 


PRODUCER 


MARKETING 
SERVICES 


WHOLESALER 


PRODUCER 
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MARKETING MENAGBRIE 



#4 




Each of the n'n.-j riurnbers above represents a person or group of persons performing one of the 
major marketing activities. Can you guess what they are? 

1. 4. 7. 

2. _ , ' 5. 8. 

3. . 6. 9. 
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MAKING IT IN MARKETING - I #5 

Marty slipped into nis car seat and cranked the engine. As he drove down the rrwiin street, 
he gazed into the store windows. He had been looking for a new suit to wear when he went 
applying for jobs next week. Marty had decided that he wanted a career in marketing. As a 
consumer, he had been m the habit of buying goods and sen/ices for hfs use, not for resale^ Now, 
he wanted to pursue a career in marketing. 

Marketing. That's a heavy sounding word, he thought. But it's not hard to understand. 
Marketing involves all the activities necessary in getting or distributinq goods and services to 
consumer's or businesses. It is concerned with buying the materials, rnachinery, and manpower 
needed for f)rod*JCtion or operation, but not with the actual production or processing of a 
product. It includes product planning and research, as well as all the activities necessary to get 
the goods from the producer to the consumer. 

Marty turned on the radio and listened to his favorite rock station. Gee, he thought, I really 
don't know whether I want to work for a producer, a wholesaler^ a retailer, or a marketing 
service industry. He laughed to himself. A year ago, he didn't ev^n know what those words 
meant. He turned onto the interstate and settled back for his hour drive thinking about the 
different kinds of businesses in which he could launch his marketing career. 

Producers (Manufacturers, Converters, farmers. Miners, etc.) 

All goods must first be produced. Vegetables, fruits, and meats must be grown on a far-n. 
Many foods must be processed in a cannery. Clothes that we wear have to be made in a factO'-y. 
Our Cars and bicycles have to be manufactured using an assembly line. Oil wells are drilled: 
refineries convert it into the gasoline and fuel oil we need. Coal is extracted or taken out of 
mines to provide heat and energy. There are al! kinds of opportunities with producers. 

C's not always [)ractical to get the things we want or need directly from the p/oduc^r, 
Marty said to himself. Consumers obtain products ir^ one of many ways. If a person can't buy 
aoods directly from ttie producer, he usually buys them ifrom a local retail store. The retailer 
may [)uy those goods, such as the clothing items, directly from the factory, or producer. 
SoHK^times, he may get them from a wholesaler. The wholesaler provides fast delivery and many 
st-Tvices to all kinds of businesses, but especially to smaller retail stores. Marketing service 
industries provide services to all businesses, as well as to consumers. 

Some or all of these busines«;es can be involved in getting the goocis from the original 
nrodLicf'f to thi- consLmer. All the different paths that can be used pre called the channels of 
distribution. Gee, Marty thought, I've got to review all ! know about wholesalers, retailers, and 
marketing service industries so I can decide where I want to apply fcr a job. 

Wholesale Businesses 

Wholesalers buy frorn manufacturers or other wholesalers, and mostly resell their merchan- 
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disc TO the retailers. They must determine what the retailers want to buy and study the products 
which the manufacturers have to sell in order, to satisfy the retailers' demands and moke a profit. 
Sometimes ^ representative acts iof several manufacturers or wholesalers in selling goods and is 
called an agent. There are many different types of wholesalers-some carry a wide variety of 
merchandise, while oih^-rs carry only a limited line of merchandise. Examples of wholesalers 
include: , 

General Wholesaler Footi Broker 

Petroleum Jobber Drug Wfjolesaler 

Automobile Parts Distributor ^ Building Supply Wholesaler 

Look in your local telephone directory. ' How many different types of wholesalers are 
located in your coninHjmty What typels! of productis) do they carry? Wliat kinds of businessCa 
do they service^ 

Retail Stores 

RelaM stores buy their merchandise from the wholesalers or from the m<" ufacturer^. or 
botii, and resell them to the ultimate consumer, namely \ou. Department stores,* such as Seafs, 
Penney 's, and Ward's are quite large and carry a wide variety of merchandise. Otner retail stores 
carry a particular line of merchandise such as: 

1. Apparel and Accessories 5. Home Furnishings 

2. Automotive Parts 6 Petroleum Products 

3. Groceries and Related Items 7. Farm and Garden SuppliOS 

4. ^Hardware and Building Materials 8. Musical Equipment 

Think about your home town for a monient. Ccn you identify a large department store that 
carries a wide variety df merchandise? Can you identify a store in your town for each ot the 
products given above?^ ' • 

r. 

Marketing Service industries 

Marketing service industries provide a service either to the consumer, namely you, or to 
another business. The services they provide to you may help to make your life more pleasant, 
more enjoyable, or more secure. The services which they provide to another business enables that 
business to carry on its operations and, therefore, meet the demands for its products and/or 
services. Examples of marketing service industries include such businesses as: 

1. Advertising Agencies 6. Newspapers ancj Publishers 

2- Banks and Finance Companies 7. Insurance Companies 

3. Movie Theatres 8. Real Estate Agencies 

4. Stock Exchanges - 9. Travel Agencies 

5. Restaurants and HotC' S 10. Tr asportation Companies 

Again,' think about your home town for a moment. What typi?-j of marketing service industries 
are located m your community?^ What types of services do each of these institutions provide? 
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Marty muttered to himself, "Wow, lM> really blows my mind." There are so many different 
types of marketing businesses in which I could work. Let n*ie see if I can briefly cover the main 
points I just reviewed. 



Marketing Review 

1. The business which grows, harvests, processes, or manufactu/rt:: a ;:)foduct 's Iknown as the 



2. The business which sells goods directly to the consumer is Xhm , . 

3. The business which sells services to other businesses as wevi to Vne consumer is the 



4. The business which serves as a middiemdP between the manufacturer and the store where a 
customer buys it is the . 

5. A persr who buys a product from a store for his own use is a . 

6. The flow of goods f;om t^e producer to the consumer occurs in the 



7. A businessman who may represent more than one manufacturer or wholesaler in selling to 
the retailer is known as an ^ ^ • ^ 

8. Draw three channels of distributing using P for Producer, W for Wholesaler, R for Retatler,'C 
for Consumer, and S for Marketing Services. Draw arrows between the letters to show the 
flow of goods from one c<Jmponent- to another, beginning with the producer and ending 
with the consumer. Three banks are provided for each of the channels. An example might. ^ 
be: P R- W- C. 



9. The channel which is most frequently used is: 

f 

10. All of the activities involved in acquiring and distributing goods or services to businesses or 
consumers is called _l . 

V 
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MAKING IT IN MARKETING - II 

Aa.:::TV listened to the radio announcer say, "Train for a marketing career by signing up with 
your high school Distributive Education Coordinator or with your junior college Marketing 
Management Coordinator." Marty smiled. He had signed up a year ago. Last year he had gotten 
classroom instruction about marketing by vwrking in a model business set up right at schooi. Now, 
he was ready for the real thing! He vras going to train on-the-job, as well as study at school. Ho 
would train in the afternoons, get course credit; and earn money all at the same time. 

Marty remembered his teacher^coordinator saying that all careers in marketing could be 
classified into one of the eight basic marketing activities or functions. Marketing is a big area of 
importance. More than half of the American workers are employed m a marketing or 
marketing-related job. Ail of these jo'bs can J>e put in one of the eight marketing functions or 
activities. Management is concerned with a\\ eight marketing functions, and serx'es as a coordinator 
3f ail of the activities or functions in all kinds of businesses and industries. 

Marketing Research 

An interesting function of marketing is Marketing Research. Marketing researchers try to find 
information about the way a business operates or the products a customer wants to buy so that 
good decisions can be noade in : .^nrftng the business. Also, Marketing Research is used to find out 
what kinds of peopleTwould want to buy a certain product. For instance, a new product could be 
designed and produced, but after. a market research project is carried out, the results may show that 
no one would buy that new product if it was produced in large quantities. So the Questiopi would 
be, why produce the new product if no one would buy it^ To find out this kind of information is 
the purpose of Marketing Research. ^ 

Standardization y< 

A m-ost important r-.a"keting function is Standardization. It involves^We setting of limits or " 
standards far products and ser\'ices that are produced or distributed. This includes labeling 
products, such as food, so we know what they contain, i: also provides for inspection of goods to 
see if they meet the standards v&i\ch have been set ^or quality, performance, appeal, etc. 

Buying 

We, as consumers, usually think of buying in terms of purchasing a record or buying insurance. 
Businesses buy too. Buying is the marketing function that supplies a business with the necessary 
materials, machinery, and manpower tnat is needed ^or business oneration or production. 

For instance, a fashion buyer in a department store buys fashion clothing from a clothing 
whplesaler that she thinks that he- department store's customers will buy. She is buying the 
clothing not to v\'ear herself, but rather to resell them to the department store's customers. 

Sailing afid Promotion 

Selling is probably tne most lam-Mar function cf a!! eight marKeti.r.i functions. Many people 
* confuse Selling and Ma'kering. They are not the same, Sel'ing conrerr.s itseif with helping customers 
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select those goods and services which will satisfy their- vvjnrs and needs. Selling also involves 
promotional aids to persuade and infornn customers. 

For insiance, if you Kvant a bicycle, you can go to a department store or^^a-'^ycle shop and 
have a salesman show you the different styles, colors, and features of their selection of bicycles. 
By domg this, ihe salesman can heip you satisfy your ivc?/??. If you need a new shirt or knit top 
to wejr to school, a salesperson will show you different styles, colors, and fabrics to help you 
make a chcice thus tielping vou to satisfy a need. 

Sa es Promotion helps the marketer to let consumers know that he has a product to sell. 
Acivertis:pg is a Sjies Promot on jct»vitv. Advertising uses newspapers, magazines, radio, 
:e!e^{5'on, biSlboarcs. and mcii Cut flyers to teii their message. Another Sales Promotion activity 
i$ Dis;-^ay. The activity of D;sp!oV uses a real life set-up a window display in a business or 
store ':o show otf the gooes th^: it Pcis ^or sale, ^■d^y other promotional and publicity methods 
are ustc s..ch as coupons, trading starrps, and contests. 

Storage 

SterjQ^i. 'jrovides t^e nme a^cJ phvsica' space necessary to hoLse merchandise until it is needed 
fcr i-^CviSt^ui! :"^urpcses cistMbu -JOn to consu-^iers. \*any businesses haxe their own stockrooms or 
^.•..:-e*"Oi^sr?. Oi'~e^s, espi-csailv sr^-.a;ier bjsinesses use whoiesa'cr's warehouse facilities. 

Transportation 

■^^cnsportaiicn provides t^e S':;r\,;ce of ohys^ca'^ moving prooerty or oeopie from one location 
:o ;.^ctre-, Businesses and :.ec::'it ^se d-tf'erent v.avs to get tc various points. Time and cost are big 
^^:Ctor>.. -n dec^d^ng x\hethe'^ to .ise. tra n, a i-iane, a bus, or a truck, ^lany products are transported 
D\ Acte' on tr-arges or 're-gnters. Poe lines are transporters for oil and water. 

Marketing Risks 

All businesses ana ;nc!^ ic:.;3is, li-vc vou, must face risks- Risks are the chances or 
L-^:ss-b:hties of financic !oss :a r:eon'e irrooerty. These are losses caused by unforeseen or 
u^contro'.Iabie *actO's. Every time ycu get ^ntc a car, you are taking a chance ^'assuming a risk) 
that you w;!! be fn an automoo;:e acc-dent. A. business takes risks in many ways, such as in 
orde-ing the merchandise tnat customers w.li buy or in trusting that employees will be honest. 
As we wJl see later, some risks cannot be avoided by the businessman, but there are ways in 
which he can reduce the chance that he will have a loss. 

Finance in Marketing 

Finance activities suop-y the money necessary for operation of all marketing and production 
act vities by a busmess. as we'i' as "rcr tne purchases of goods and services by consumers. In a 
business, tne financial acv.'sors r^ust figure all costs including machinery, materials, m.anpow^r, 
i-'d b--r.:n^7 to dete-mine ^o.\ "^uch n^-cey is needed. As we wi^ discuss later, many sources 
i!"e ^;;ec b'. c-LiS nesses c^nd con sjm'r's t:) o^'tain money that is needed. 
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Marketing Management 

As we mentioned before, management is not a separate marketing function or activity unto 
itseit. Rather, is part or all the other functions' It serves as the coordinator of all marketing 
activities. Each department or division in a business may have a manager, as well as an overall 
manager or executive who coordinates ail . resources (people, property, activities, etc.) by 
planning, organizing, directing, and controlling all activities in order to meet the goats of the 
business, and thereby make a profit. 

Martv pulled into his driveway. He wasn't sure if he wanted the responsibility of toeing a 
manager or executive one day. Besides, everybody can't be <i chief. But he knew there were 
many, interesting, challenging careers to choose in Marketing. But in which area of Marketing- 
Marketing Research, Buying. Standardization, Selling. Storage, Transportation, Risk, or Finance? 
1 think I'd like to start working with stock in a warehouse or storeroom, so I can find out more 
about the merchandise and behind the scenes. Then, I might go in to selling. I like people. Who 
knows, maybe one day I will be a manager . , . , 

• Marketing Activities Overview 

1. Finding out what people like or dislike about a product is the purpose of the 
function, 

2. Setting values or iirrits for products and sea'ices is undertaken by those involved with the 
: function. 

3. Purchasing goods for resale or business use is known as a . 

4. Helping to satisfy a customer's wants and needs is The job of the . 

5. Advertismg and display are promotional activities involved in the fjjnction of . 

6. Providing the time and space needed for merchandise until i: is needed is the responsibi^ity of 
the activity. 

7. The physical movement of products from the producer to the consumer is part of the 
function of Marketing, 

8. The chances of loss to a business or person by unforeseen or uncontroHable factors are handled 
by the function. 

9. The activity of marketing supplies the money that is 

necessary for a businec:;es' operations or a consumers' purchase 

10- Controlling and directing all marketing act'rvities :s the responsibility of - 
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MARKETING MIXUPS 



#6 



Rearrange the letters in each group below to reveal the eight major marketing activities and the 
coordinator of those activities. When t'-e", are rea: ranged correctly, the circled letters can then be 
used to form an important vTOid.sK The ci'cled -etters are not in the correct sequence to form 
the given ternx t 

1, N E F A C©N 

2. NOTRlTPAr\lSR(0)AT 

'3. G E a(s)J 0 R 

4. (G)y G(Di N ■ 

5 dont?\;as(d)aria tQz 

6. MAG E(T)ivT E A !M 

7. L I G S(n)E L ^_ 

8. K R(T)S 

9. (t)a .\! R E K G ! N r. A C E(r)S E H 

10. * 

•CLUE', includes only those maior marketing activities designed to r^ove goods and serc'ces 
from the point O"^ production to the, point of consumptiori, 
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MARKETING MIXUPS 



Rearrange the I'Ut'-rrs in each group below to reveal the eight major marketing activities and the 
coordinator of tt:ose activities. When they are rearranged correctly, the circled letters can then be 
used to form an important word(s). The circled letters are not in the correct sequence to form 
the given term. 



1. 1\ E F A C0N 



F I NANCE 



\'OTR!TPANSRCOjAT 



TRANSPORTAT ION 



3. G E A(Dt 0 R 



STORAGE 



4. ® Y G (BJ I N 



B U Y I N G 



5. D 0 N T \ A 'S(d)a R I A T0Z 



STAN DARDIZATION 



6. NAG M eQm E A N 



MANAGEMENT 



7. L I G S0E L 



SELLING 



8. K R(T^S 



RISK 



9. (t)A M R E K G" 5 "^i H E R A C E (r) S MARKETING RESEARCH 



10. 



distribution 



"CLUE; irc'uaes cn'v those najor -r.arketing activities designed to move goods and services 
frorn t'^e ooint of D'cdjctio^ to The point of consumDtion. 
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MARKETING MATCH 



#8 



Participants 

1 Emcee/ Judge 



2 Players 



1 Scorekeeper 



Directions 

This game activity may be used to introduce marketing functions, as well as to reinforce or 
review the eight basic marketing activities and the coordinating element 'of management For 
understanding of the terms and reinforcement purposes, the students should explain the terms as 
described herein. Develop cards with each of the following terms written on one side of them, so 
tnat you have two cards for each term or a total of twenty cards. On the back of each card, 
plc.ce a number from V20 so that each card has a different number. Alternate the numbers on 
the cards so that there is no special pattern relating to the marketing functions and management. 

Place the cards on a table with the numbers facing up so that there are four rows of five cards 
vvit^5 1-5 on the first row, 6-10 on the second row, etc. Have the two players or teams flip a coin 
to determine who shall begin the game. A student will select two numbers. When he has two 
identical terms, he must give the explanation or definition of the term to win a point for himsei^ 
or h;s team. A 'simple match cf the two identical terms does not earn a point. The exception 
applies -^f a student picks a free match card and a term, he does not have to give the definition 
and receives a complimentary point. The game is v^on by the person cr team receiving the most 
nurrber of points, 

MaKe two cards each of the following terms form one set: 

MARKET RESEARCH (WR) STANDARDIZATION (SN^ 



BUYING (BU) 
STORAGE <ST) 
RISK (Rl) 

MANAGEMENT (MG) 



SELLING (SE) 
TRANSPORTATION (TR) 
FINANCE (Fl) 
FREE MATCH (FM) 



It IS suggested that a teacher have several sei - made up so that terms are in different orders and 
can be used on a rotation basis. A ri»noft c-ou^d be played with the top scorers in the class if the 
entire class has been involved n playing trie can- 

Sample Gameboard 
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149 



143 



BUYING 


FREE MATCH 


STORAGE 


RISK 


SELLING 




STORAGE 


FINANCE 

• 


MANAGEMENT 


STANDARDIZING 
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MARKETING IN ACTION 




ERIC 



CLASSIFIED ADVERTISING 



#10 



MARKETING RESEARCH 

DIRECTOR. Department 
of 15, large manufacturer. 
Coordinate all research 
activities with firm's top 
management- Past exper- 
ience in similar position and 
degree in economics es- 
sential! 

$35.00 PER YEAR 

$5,000 TRAVEL 

4 WEEKS PAID VACATION 



ATTENTION: ANALYSTS 

• Sales 

• Market 

• Pohc ' 

• Product 

• Consigner 

• Advertising 

• Distribution 

Supervise all research! pwojects in 
your f»eld serve as a general 
analyst/jriterpreter in s:x market- 
ing research agencv branches 
assisting over 200 companies, 
j Experience, marketing/business 
degiee needed. S18.000>$25.000 



} Career Ladders In 

MARKETING RESEARCH 

Build your future with 
S10OS125 weekly wage 
Insurance and Vacation 



TELEPHOME SURVEYOR 
PERSONAL INTERVIEVI'ER 
PANEL INVESTIGATOR 
OBSt IVATION EVALUATOR 
INFORMATION CODER 
QUESTIONNAIRE EDITOR 



S 1 8.000 S25.000 Salary 
R et i remen t , 1 nsu ra nc? 
and Vacation Benefits 



WE PROMOTE 

FROM WITHIN 

Research Tr;>;nees for a Con- 
sumer Research Agtncy to assist 
our analystb and specialtsts. 
Work in an area of your own 
choosing or try them all wtth 
these advantages; 

6 Mas. Train ir)g Program 

S5003u3ranTeed Mo. Pay 



INDUSTRIAL ECONOMIST 

Otver$it»ed mafiu?acturing compar>v 
expanding. Needs Ch»e* Economis' 
haison with <iriar>ce. public relations, 
mitfketing research departments -and 
Executive Commtttee to provide the 
economic and market forecasts 
studies, and other information 
necessary for financial planning, fore- 
casting prof'ts, proposal evaluations, 
presen»;r>s a finarKial starui repQrt. 
Sup^poited by a staff of 9 exper- 
lefKred economists. 6 trainees. 11 
secretaries. 

Exter«ive experience as a business 
econom ist , gt adua ti» degree i n 
economics- 

350,000 Annual Salary 
$6,000 Travel and Ca: 



EXPERIMHNTAL RESEARCH 

SPECIALIST 

ConducT Research tests of sca!^ 
marketing models to improve 
product planning and distribu- 
tion for national cosmetics firm 

SI .000 fAanthly Salary 



SURVEY SUPERVISOR 
$200 Per Week 
Train & Coordinate Workers 
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MARKETING RESEARCH: Finding the Facts 



#11 



One of the eight major marketing functions is Marketing Research. This marketing activity 
involves the gathering of information, so that marketing managers can make sbund decisions and 
solve management problems. Marketing research activities take place constantly throughOLSt all 
types of businesses. 

Marketing Research- what is it? Why is it important? Does it affect you? Do you or your 
family^take part in it^ As mentioned above, all businesses are constantly engaged in marketing 
research activities. VVhy^ To satisfy you, the consumer. Businesses spend large sums of money 
researching new products and uses, new sen/ices; studying new methods of production, 
packaging, selling, promoting, and distributing goods; surveying customer wants and" needs; and 
analyzing business policies and operations. All of these marketing research activities go on just to 
find cut what you, the consumer, wants or needs and how to best satisfy you. 

it is often said that t^>e "customer is king." Businesses "boom" or "bust" depending upon 
whether they can please their cuNiomers. Teenagers and young adults, ages "2-21, have had a 
tremendous impact on businesses in recent years. ThiS age group buys more of the following 
man dny orhr^r age group: records and tapes, musical equipment and instruments (stereos, radios, 
guitars, etc.), amusement or entertainment tickets, clothing and accessories, and snack food items 
{sodas, hamburgers, car^dv, etc.! You are part of a very important group that sets styles and 
buying patterns which affect m.^ny businesses throughout the world. 

Many businesses employ marketing reseachers to find out why you did not^uy, as well as 
why or wHat you did buy. Learning reasons why people do not buy a product or service assists 
the managers of businesses m improvmg their products, services, and/or business operations. 

Have you ever answered the telephone and had someone ask you for information such as: 
"What television program are you watching now?"; "Is your telephone service satisfactory'?"; or 
"Do you subscribe to any magazines^" Perhaps your parents have filled out a questionnaire or 
sur%*ey received in the m^aiL Maybe someone has come to your home and asked questions about 
products or services. If so, then you were a part of marketing research. You will probably 
remember riding over a b^ack cable on the highway^ This is a simple automobile cc jnter which 
can give much needed information to the marketing researcher about traffic needs. Chances are, 
yOii have other experiences you could share. 

Marketing Research Methods and Careers 

Business may employ their o\.vn marketing researcher or use the services of one of the many 
outside firms who specialize in this field. To get his information, the marketing researcher may 
use either a primary source or a sec-ondary source. When a researcher gathers his own 
information by firsthand study of the customer (or consumer) or market, he is using a primary 
source. When he uses data already coHected by soimeone else for another project, he is using a 
secondary source. Six methods or activities are used in collecting primary information or data 
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sources: (1^ personal interview, (2) mailed questid^maire, (3) telephone survey, (4) fhe panel 
group. (5) observation, and (6) experimentation. 
^" . ^ ' ■ 

Persona/ lntervie\v-3. -urvey form using a direct, face- to- face contact with the sample group of 
people to obtain the necesSvjry information. It may be conducted by an Intervioi^'tr visiting 
people in their home or cut in The community, such as at^a shopping center or recreational 
area. 

Tp/ophone Suri^ey -a method of obtaining information from a sdmpte population in which a 
Tclephcno Suryfyor calls individuals on tne telephone to survey them about a particular 
product, service, issue, or business. 

Mjiled Questionnaire- 3 marketmg research sur\'ey method of obtaining the desired information 
by writing to the selected group of people. The Editor is responsible for seeing tfiat the ^ 
sheet(s^ with questions, usually called the questionnaire, is accvjrate and complete for the 
purpose intended, 

P-^rref Group— ^ continuing survey used by research organizations when it is important to study 
the buying habits of people over a period of time. Because the consumer panel records 
buying patterns over a long per;od of time, it can provide valuable information about sales 
trends and customer loyalty to certain brands and stores. The Investigator meets with the 
pane^ and receives reports concerning their buying habits, as \\^.\\ as other topics related to 
solving marketing problems. 

Oc)servaucn-X^Q collecting o^ information about consumers, product acceptance and interest^ 
and personnel effectiveness by \'^/ctching the actions of people without actually talking to 
them. The process of obser\'ing people's actions for a marketing research activity is the 
res;Donsibtlity of the Evaluator. 

EKperiment-a form of marketing research that sets up a scale model of a marketing situation to 
test or study the effects ar«d change? vv'^iich occur with the product, sen-ice, people, etc., 
during the Testing period. The experimental method is undertaken by the Marketing 
Research Specialist. 

in discussing ^these six mathods of r:\arketing research methoos, we have also learned about six of 
the careers involved. 

Before any of the su'^v-eys, observations, or experiments can be conducted, someone must 
decide i\hat need? to be done. The ^^^'ark^^i'^g RescJj'-ch Director is responsible for coordinating 
and administering aP personnel and activities ivit'rr the m.arke':ing research department. He 
meets with too m.anagement of ^is or another comiOa'^.y to r^-ake pc iicies and decisi'cns. It is his 
responsib'lity to study end inte'cret the data gaths-ed. 

^'^arketir:g Re^earc.^^ Ar7alytTs are ver,* im:?ortant to t?"e Director. The Analyst may be 
resaonsibie for activities m one tvce of resea'ch^ such as product research or sa-es research/ for a 
^arge, company or he miay act'w:ai!v oversee ai! research operations. He is responsible for provt'ding 
the d. rector with ai' necessary penire'^t inform-ation for making decisions. 
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An Economist often plays a key role as a part of the rf^arketing research team. He informs 
the marketing research director, analyst, and other executives of a company about general 
economic conditions and business trends which .myy have effects upon decisions and/or actions. 
He serves as 'a consultant to the marketing research department, usually, rather than as .a 
fuli-time employee. 

Three other marketing researchers contribute sigriificantly to the work of the team in 
conducting dnd us?ng their researct; information: The Supervisor is charged with training and 
supervising ail field personnel including the interviewers, telephone surveyo'*, and investigator. 
The Coder, is responsible for gathermg secondary source information that is needed, classifying or 
sorting the information, and tabulating data. The Marketing Research Trainee is an assistant to 5 
field si^pervisor, specialist, or analyst depending upon, his ir^terest, research experience, and 
educational background. ' /. * . 

J • ' 
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OPERATION RECORD LOVERS #12 
A Mini-Marketing Research SUfvey . 

' To the student market researcher: You are about to take part" in a marketing research survey.' 

Read the information below and follow the directions to conduct the survey and make a sound 

marketing decision. • . k. ^ * 

♦ 

Your company, VENDO RECORDS, is considering putting record vending machines in the 
middle a ^fi junior high schools in this state; however, even though there are ^'•lany' other 
products, you feel it will make money if you have the right kind of records and in the correct 
s\zes ' ^ • ' 

At this point. It would appear that a survey would le the bestvvvay to determine vvh.^* 
records the students would want to buy. Attached you will find "three sun/ey forms to be used j;i 
conducing this marketing research project Take t*^e survey sheet and question five guys and.five 
g^ris to find out their desires. Cor^^cl five students in person and fu^e by telephone. As soOn as 
you compJeie interviewing each per:;on, take the provided check sheet and check the appropriate 
sauares for the in'orn.ation you hjve collected. ' % 

After totaling the information you obtain on the check sheet, you should be abl^ to jr^s^r 
the SEX questions on the evaluation sheet before placing your machines in ;he stfoolSTAt thjs 
DCint you wj.ir have completed your project u}ing two survey techniques. You vC^ill have.arriv^d 
at a conclusion as to what should be done and it will be a better solutibn than you would have 
had if you nad just tried to guess what the group' might wantWou have now a system 
cal:t?d sampling which means getting in^orm.atiori from a ie\x students or peopliS to try to figure 
what most peopie or students would want. ' . 
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OPERATION RECORD LOVERS - #13 
Marketing Research Survey Sheet 



To the surveyor: You will ask the following questions to get one answer only. As soon as the 
stiKiont gives you the answer, you will circle one. If the answer to question number one is (b) 
no, you will then ask qjestion lA and that interview will be over. If the answer to number or^ 
is (d) yes, ask all of the other questions except lA. As soon as you have finished your ten 
interviews, go back to the first sheet for completion of this project. 



1. Do you buy photograph records? (a) yes 



(b) no 



lA.. Since you buy no records, why is this true?' 
(d) records are given to you 

(c) you listen to radio and television only 

(d) you are not interested in music 

(e) other (specify) 



(b) you buy tapes 



VVhene do you purchase most of your records now? 

(a) record shoos (b) department stores (c) drug stores 

(d) order through the mail (e) vending machines (f) other 



What size record do you usually purchase? 

(a) 7" - 45 RPM (b) MO" - 78 RPM 



(c) 12" - 33RPV1 



4. Do you expect to buy at least one (1) new record within the next month? 
(a) ' yes (b) no 

5. What type of record do you buy most often? 
(a) classical (b) popular 
(d) soul (e) jazz 
(g) rock (h) other 

6. If you could purchase records at school for the same price that you would pay in a store, 
would you buy yours at school? 

(a) always (b) sometime (c) seldom (d) never 



(c) country and western 
(f) gospel 



Surveyor will circle one of the following: 
The student interviewed was a BOY 
The kind of survey PERSONAL 



GIRL 
TELEPHONE 



OPERATiOlM RECORD LOVERS 
Check Sheet 



To th? student markei researcher: Take the information you have collected on the survey sheets 
and place a small check mark in the column (a, b, c, etc) to show ;he answers given for each of 
the questions. When you have put the information from ail ten sheets in the boxes, total your 
results. You should then have the answers for the project evaluation sheet. 



a b c d e f g h ' 



1 










{ 








2 


















3 


















4 


















5 


















6 


















1 A 



















1 ^ 9 



OPERATION RECORD LOVERS 
Evaluation Sheet 



To the student market researcher: Take the results of the check sheet you have just completed 
and answer the following questions on the squares checked the most. 

1. Based upon the sur\ev ur.'jits, would you recommend putting a record vending machine in 
the school? 

(a) yes (b) maybe (c) no (d) more info needed 

2. Using the check sheet results- would you recommend placing 45 RPM, 78RPiV. or 33RPM 
records in your vending machines? 

Circle the best ansv^er: (a) 45 RPM (b) 78 RPM (c) 33 RPM 

3. Based u(,ror\ the survey results, would you suggest considertng a tape vending machine? 

(a) yes (b) maybe (c) no (d) more info needed 

4. Using the check sheet totals-would you recommend records with only one type of music be 
placed in the vending machine? 

(a) yes (b) no 

5. Based upon the survey results, what two types of music would you put in the mdchme-^ 

1. 2. 



6. After analyzing all of the survey data, what other conclusions or recommendations can you 
make^ 
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MARKETING RESEARCH IN ACTION 



#16 



Look at each of the six pictures below. Which marketing research method 
do you think is being portrayed in each of them? What makes you think 
that way^ What marketing researchers could be involved in each case? 
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DIAL STANDARDIZATION 



#17 



Using the numbers on the telephone dial, uncode each of the groups to reveal ten standardiza- 
tion careers. Remember, each number represents three letters. For example, ''2" could be letters 
A, B, or C. 



(1) 


4 


J_ 


_2_ 


3_ 


_4_ 


_6_ 


_4_ 




_3_ 


6^ 


J_ 


3_ 


(2) 


_4_ 


A. 


J_ 


7_ 


_3_ 




_8_ 




7_ 








(3) 


J_ 


JL 


2_ 


6 


4 




3 


X 










(4) 


JL 


J 


J> 


3^ 




_2_ 






_8_ 


3^ 


A 


8 


(5) 


_7_ 


_8_ 


J_ 


_6_ 


3_ 


J_ 


_7_ 


3 


J_ 




_2^ 




(6) 


_4_ 


J_ 


_1_ 


3 


J_ 


7 














(7) 


7 


2 






5 


3 


7 












(8) 


3 


4 


3 


5 


3 




3 


4 


3 


6 


8 




(9) 


-_2_ 


6 


6_ 




5 


4 


2 


6 


2 


3 








_4_ 


6 


.8_ 


3_ 


7 


A 


4^ 


4_ 


2 


_8 


6 


7 


10) 


_6_ 


3 


J_. 


.3. 


J_ 




2_ 


A 


3 


2 


5 





A 

2 



7 

5 




(1) _G 

(2) N_ 

(3) 

(4) JP 

(5) 

(6) R_ 

(7) 

(8) _F 

(9) _0_ 

J 

<10) E 



D 



M 



D 



N 



1_ 
R 



_G_ 

G 
H 



JR_ 
E 
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DIAL STANDARDIZATION ~ KEY 



Using the numbers on the telephone dial, uncode each of the groups to reveal ten standardiza- 
tion careers. Remember, each number represents three letters. For example, "2" could be letters 
A, B, or C. 



(1) 


4 


7 


_2 


3 


4 


_6_ 


4 




3 


6 


7 


3 


(2) 


_4_ 


J6 


J_ 


_7_ 


_3_ 


2 


_8_ 




7 








(3) 


_3_ 


_9_ 


.2. 


6^ 


4 


_6 


3 












(4)^ 


J.. 


7 


_6_ 


3 


_8_ 


_?_ 






_8_ 


3 


7 


_8_ 


(5) 


2. 


_.8_ 


2 


6 


JL 


2 


_L 


3_ 


7 




_2_ 


_6_ 


(6) 


4_ 


7 


2_ 


3 




.Z_ 














(7) 


7 


2 




1_ 




3 


7 












(8) 


3 


A. 


J. 


A. 


_3_ 




3 


_4^ 


3 


6 


8 




(9) 


_2 


6 


6 


7 


_5_ 


4 


2 


6_ 


_2_ 


J 








_4_ 


6 


8 


_3_ 


7 


8 


4 


4 




_8_ 


A 


7 


10) 


6 


3 




3 


7 




.2_ 


4 


J3 


2 


5 


3_ 



_3_ 
2 



_1. 
5 



8 




(1) 


_G 


R 




_D_ 


l_ 




G 






.0. 


_R^ 


A 


AL 


A_ J\l_ 


!2) 


1 


N_ 




A. 


E_ 


C 


T 


0 


R 












(3) 




_X 


A. 


jyi 




JM_ 


A 


_R_ 














(4) 




R 


.0. 


J?. 






T 




-A 


_E 


A. 


T_ 




A 


(5) 


.s_ 


T 


A 


A 


A- 


A 


R_ 

1 


D 


s 




A 


N 


A_ 




(6) 




R 


A 


D 


E_ 


_R 










* 








(7) 


-_s_ 


A 


M 


P 


_L 


_E 


R_ 
















18) 


_F_ 


_L 


J_ 




_D_ 




A_ 


A 


_E 


N_ 


A 








19) 


_C_ 


.o_ 


_M_ 


A 


_L_ 


1 


A 


A 




E_ 












_1_ 






_E_ 


A 


T 


A. 


A. 


A. 


A. 




_R 






10) 


_M_ 


J 


J_ 




R 




A 


_H 




_c_ 


K 


A 


A 
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STANDARDIZATION CAREER SEARCH #18 

Search through the mass of letters below and circle the eleven standardization career titles. 



b 


A 

A 


M 


P 


f 


c 


D 

n 


D 

r 


o 


n 


A 


D 
U 


T 


5 


1 


D 

n 


U 


D 

n 


W 


I 


D 
r 


M 

IN 


M 




A 


N 


c 


O 


M 


P 


1 

L 


1 


A 

A 


^1 

rJ 


<">• 


c 


M 


1 


0 


D 


W 


E 


R 


T 


Y 


U 


1 




D 


P 


Q 


U 


A 


L 


1 


T 


\/ 
1 


c 


r\ 
U 


IN 


A 


0 


X 


C 


N 


M 


N 


S 


D 


E 


T 


Y 


R 


S 


s 


T 


0 


P 


S 


E 


R 


G 


F 


K 


D 


N 


w 


T 


w 


E 


P 


1 


N 


M 


i 


1 


S 


H 


G 


F 


K 


L 


£ 


1 


0 


P 


E 


Q 


A 


W 


Q 


S 


C 


N 


C 


K 


L 


H 


L 


Q 


N 


0 


P 


T 


K 


L 


T 


K 


L 


f•^ 


D 


w 


A 


w 


R 


E 


0 


1 


0 


N 


M 


B 


A 


0 


L 


E 


U 


R 


0 


0 


R 


Y 


T 


R 


G 


7 

c 


Y 


S 


A 


D 


F 


G 


T 


R 


E 


w 


E 


u 




Q 


A 


X 


Z 


C 


V 


F 


D 


s 


N 


u 


1 


0 


T 


H 


G 


F 


c 


N 


M 


E 


T 


E 



t 
1 


M 
fV 


o 


c 
r 


n 


D 

n 


P 

c 


M 

IVI 


A 


1 M 






A 


L. 


u 

n 




1 

L 


1 

J 


1 


n 


w 

V V 


T 
1 


Y 


T 


1 
1 


ft \ 


V 


c 
c 


C 

o 


T 
1 


1 
1 


r; 
o 


A 


T 
1 


n 


R 


r 


A 
A 


c 

o 


n 


r 


VJ 


M 
n 


1 




1 

L. 


y 


7 


T 


tj 

r. 


r\ 
U 


L 


IVI 


A 


M 
IN 






P 


p 


1 
1 


U 


0 


P 


1 


p 


Y 


T 


G 


R 


1 


w 


Q 


L 


H 


G 


F 


D 


S 


A 


Q 


A 


• H 


G 


N 


Q 


N 


c 


X 


Z 


H 


K 


L 


D 


0 


E 


R 


W 


E 


R 


T 


Y 


U 


1 


0 


E 


P 


A 


S 


w 


E 


X 


A 


M 


i 


N 


E 


R 


E 


R 


T 


D 


S 


F 


G 


H 


J 


K 


L 


H 


M 


B 


V 


U 


Y 


T 


R 


W 


E 


G 


H 


N 


M 


E 


R 


X 


C 


V 


B 


N 


M 


K 


L 


H 


G 


T 


U 


H 


N 


B 


V 


C 


X 


Z 


U 


T 


Y 


0 


P 


T 


G 


N 


M 


C 


X 


z 


8 


G 


H 


J 


I< 


R 


C 


H 


E 


c 


K 


E 


R 


H 


A 


S 


0 
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STANDARDIZATION CAREER SEARCH - KEY 

Search through the mass of letters below and circle the eleven standardization career titles. 



s 


A 


M 


P 


L 


E 


R 


p 


G 


R 


A 


D 


1 


N 


G 


F 


0 


R 


E 


M 


A 


N 


R 


E 


T 


S 


1 


R 


Q 


R 


W 


1 


P 


N 


M 


C 


X 


Z 


H 


K 


L 


J 


1 


0 


W 


T 


Y 


T 


A 


N 


C 


0 


JA 


P 


L 


1 


A 


N 


C 


E 


1 


N 


V 


E 


S 


T 


1 


G 


A 


T 


0 




N 


1 


0 


D 


W 


E 


R 


T 


Y 


U 


1 


0 


p 


A 


S 


D 


F 


G 


H 


J 


K 


L 


X 


z 


D 


P 


Q 


U 


A 


L 


1 


T 


Y 


C 


0 


N 


T 


R 


0 


L 


M 


A 


N 


A 


G 


E 


R| 


1 


A 


0 


X 


C 


N 


M 


N 


S 


D 


E 


T 


Y 


U 


0 


P 


1 


P 


Y 


T 


G 


R 


1 


w 


Q 


R 


S 


S 


T 


0 


P 


S 


E 


R 


G 


F 


K 


L 


H 


G 


F 


D 


S 


A 


0 


A 


H 


G 


N 


D 


u 


w 


T 


w 


E 


P 


1 


N 


M 


1 


1 


Q 


N 


C 


X 


Z 


H 


K 


L 


D 


0 


E 


R 


S 


H 


G 


E 


K 


L 


E 


1 


0 


P 


E 


Q 


W 


E 


R 


T 


Y 


U 


1 


0 


E 


P 


A 


S 


A 


W 


Q 


S 


C 


N 


C 


K 


L 


H 


L 


S 


w 


E 


X 


A 


M 


1 


N 


c 


R 


E 


R 


T 


N 


0 


P 


T 


K 


L 


T 


K 


L 


H 


D 


W 


D 


S 


F 


G 


H 


J 


K 


L 


N 


M 


B 


V 


A 


w 


R 


E 


0 


1 


0 


N 


M 


B 


A 


0 


U 


Y 


T 


R 


W 


E 


G 


H 


N 


M 


E 


R 


L 


E 


u 


R 


0 


0 


R 


Y 


T 


P 


(1 


z 


X 


c 


V 


6 


N 


M 


K 


L 


H 


G 


T 


U 


Y 


S 


A 


D 


h" 


G 


T 


R 


E 


W 


E 


u 


H 


N 


B 


V 


C 


X 


Z 


U 


T 


Y 


0 


P. 


S 


Q 


A 


X 


z 


C 


V 


F 


D 


s 


N 


u 


T 


G 


N 


M 


c 


X 


z 


B 


G 


H 


J 


K 


T 


0 


T 


H 


G 


F 


c 


N 


(m_ 


E 


T 


E 


R 


C 


H 


E 


c 


K 


E 


R 


H 


A 


s 


D 



164 



STAIMDARDIZATION SCRAN'ait 



#19 



Unscramble each of the letter groups below to identify ten marketing careers in^standardizpt.un 
which correspond to the ten career descriptions undejrneath. 

1. TALQUIY LOCTRON GAMNARE 

2. TINSECPOR ^ " 

3. MAXEINER 

4. DORPCUT STERET 

5. DASTRANDS STAYALAN 

6. REGDAR 

7. PRELMAS ^ 

8. DEILF NAGET 

9. POMCLAN!Ct VISNETAGOTIR 

10. REMET CRECHKE 



1. coordinates mdnufacturing/marketing activities for product standards 

2. checks ()roducts und procedures throughout the distribution process for weights, sizes, etc. 

3. reviews forms or records against actual quantities distributed 

4. compares product to standards in performance 

5. supervises development and enforcement of standards 

6. sorts and classifies commodities fo; distribution 

7. tastes, smells, feels, or observes selected portions or examples 

8. government or consumer agency inspector for quality 

9. government inspector for health, safety, and welfare 

10. inspects utilities or transportation meters to determine if the correct aTfO^nt of usage has been 
recorded 
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STANDARDIZATION SCRAMBLE - KEY 



>- scrsfr.ble each of the letter groups below to identify ten marketing Careers in standardization 
/'r.th correspond to the ten career descriptions underneath. 



1 TALQUIY LOCTPOf-^ GAMNARE 
IINSECPOR 
MAXEINER 

4. DORPCUT STERET 

5. DASTRANDS STAYALAN 
3. REGDAR 

,. PRELMAS 

8. DEILF NAGET 

9. POr/.CLANICE VISNETAGOTIR 
10. REMET CRECHKE 



QUALITY CONTROL MANAGER 
INSPECTOR 



EXAMINER 



PRODUCT TESTER 



STANDARDS ANALYST 
GRADFR 



SAMPLER 



FIELD AGENT 



COMPLIANCE INVESTIGATOR 



METER CHECKER 



1. coordinates manufacturing/marketing activities for product standards 

2. checks products and procedures tiToughout the distribution process for weights, sizes, etc. 

3. reviews forms or records against actual quantities distributed 

4. compares product to standards in performance 

5. supervises development and enforcemen; of Uandards 

6. sorts and classifies corr rrodities for distribution 

7. tastes, smells, feels, or observes selected portions or examples 
8.. government or consumer agency inspector for quality 

9. government inspector for health, safety, anJ welfare 



J 



10. inspects utilities or transportation meters to determine if the correct amount of usage has been 
•recorded 



i()0 
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SITUATIONS IN STANDARDIZATION 



n each of the situations below, people with standardization careers are faced with decisions to 
make. Show how you feel by placing an "X" along the line to indicate your res 'cnse. 



1. If you were 'a qujliiy control numgur how wou/d you treat a fOciding inspccV'^r who took 
"payoffs" from a competitor to approve distnbution of poor quality goods to your 
customers^ 



Boot 'Em 0'.«t Burt , Second-Chance Stan 

2. The grading forL^nuui had talked \o hio nuts and bolts grader three times last week alpout 
irtcorrectly sorting and holding up shipments. The foreman has just discovered another I. .''ye 
cartoon done incorrectly. The grader has an injured leg from the war. How would you fee^ 
about firing the grader if you were the foreman? 

^Hard HearTed HarTy ' Sponge, Soft Sally' 

/ 

3. A product tester noticed one of the company s samplers slipping several bottles of exoensive 
perfume into her pocketbook. If you were the tsster, how would you react? 



4^ 



Tell-All Tillie ' ' Closed Mouth Clara 



4. The government compliance invQStigator discovered poor me\er accuracy and consulted with 
the company's standards analyst. The analyst called in his senior motor checker and told him 
about his failure to check the meter accurately. The meter checker swore at the analyst, 
stormed out of the office slamming the door. How would you feel about the meter checker's 
conduct if you were the analyst? ' 

disgusted Durwoo? ^ ^ • Uugh-lt-Off Luke' 

5. The company records examiner checked his iorms against the inventory to see if the goods 
marked "low quality" by the field agent last Tuesday' had been shipped. When it was 
discovered the goods had been shipped, the boss fired the examiner for not checking sooner 
even though he had been out sick two days with the flu. How just do you think the firing 
was? - ► 



s % ' Right-On Richard' 

IGl 
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ReaLRipoff Randy' 



BUYER'S BUZZ 



#21 



Notice the three rolumns below with the ^1, -2, and ^3. When the timer says go, see how 
n-)<iny businesses you Cr^n nijmo in which buying takes p'ace and put their names in the ^1 
colunii.. After the timer calls stop, stt next to Vour partner* When the timer gives the signal, see 
now many different businesses you and your partner can identify together in tv/o minutes. A^*er 
your timer gives the signal you and your partner should join forces with another pair to form a 
team of four. When g-von the okay, your team will *have four minutes to see how many 
busmess(»s you can name in which buying occurs. Have a student in your group serve as recorder/ 
Wfien BUZZ is called your teacher will check answers for the winning team. FoMow the san'ie 
rules for columns ~2 ar d ~3. Make sure that you put your ideas in the correct block under the 
tfiree columns for: Single, Double, or Quad. . * 





"1" 


"2" 


"3" 


I 


BUSINESSES 


AlTIVITIES 


OCCUPATIONS 


UJ 

-J 
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BUYING FOR A BUSINESS 



#22 



Buying is probably one of the most glamorous and interesting Corcers in business today. It in- 
volves, setectmg goods from all over the world and getting them delivered at the right time to use 
or resell la customers. 

The customtT »s the key to all buying; eind his desires and demands rriust be met, or no sale wiM 
Xdki^ plaai, The customer may be a business or a person like you. Mot only is buying exciting, it 
IS challenging be'iause the buyer niust know his customer' desires,^ how much they buy, when 
they buy, and how much they are \/^'^lli^^g to pay. There^ar; buyers in ail areas of business and 
industry such as manufacturinj, wholesaling, marketing sor\'ices, arid retailing. Many buyin/j 
careers are available with federaJ, state, and local governments. A buyer must be ready to listen 
to sales and buying per'ionnel, feqstpmers, and review ''eports. To do the' job properly, he must 
study fads and fashion, as well as know colors, size*: icf tyles. materials, and Quality. 

Buying is not always glamorous and exciting. In der ivhat to buy, the buyer must study 
past sales rt?cords of the business. Review customer warn shp5, shop his competitors, read^rade 
papers, visit the markets, study available customer surveys, and check through current catalogs 
and price lists in 'order to buy the right goods, ^ 

r 

After the buyer and his staff have dooo. a great deal of research, a decision must be made 
concerning )'(nv rvuch to buy. To help making the decision, a buying p/jn is developed on the 
basis of money available for each type merchandise or materials, the assortment indicated by the 
research, and the supply that is available. He must also decide when to buy the merchandise to 
meet consumer defiunds and wtieti it should be delivered according to season, climate, fashion. 

The buyer's final buytrvj decision is when.' to h'jy. Should he buy from a producer, wholesaler, 
or an agent Should [je buy at national c(::)tral market, a regional trade show, or from visiting 
salesmen^ Ot should tie contract with a resident buying office at a central market to do his buying 
for o commission^ 

Let's look at the specific buying careers available in the major areas of business, industry, and 
government. 

Manufacturing'and Government, 

Unlike wholesalers and retailers, manufacturers and gov^ernment agencies buy merchandise to 
produce products or operate the busme'.^, rather than purch^ase for resale. The Purcffasnig Agent 
js responsible for buying all necessary er4uipment, raw materials, and supplies. ThesP things 
mclurie soap ^nd paper towels for tfie wash rooms; displav (..:»ses for merchandise; typewriters for 
office use; mucliinery and tools for production; trucks for delivery. 

The Purciusinq Clork helps the agent to gather the iriform<?t.on and prepare the reports of 
teclinic^il knowvledge. Follow up and coordination of ordered merchandise is usually handled by 
an Expediter in the pijrcha:>ing depdrtment. In very large com.panies the person who SLjperviscF 
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activities and works with tpp executives is the Purchasing Manager, The Purchase-Price Analyst 
ftjdies price trends and manufacturinq processes and nnakes reconrimendations to the Purchasing 
Manager and top managenrient. 

Wholesalers & Retailers 

Large wholesalers and retailers have a Merchandise Manager who determines all nrierchandising 
policies and supervise? all- buying personnel and activities. He is supported by a staff of Buyers 
who actually purohase the merchandise for resale to retailers and some wholesalers. Assistant 
Buyers provide salespeople with product and promotion information, as welh as support the 
Buyer by making recommendations,- reordering basic stocks, compiling customer 'wants, and 
Checking on goods purchased. Trainees work closely with the Assistant Buyers by providing stock 
information as they work in sales positions. Comparison Shoppers check competitors' mer- 
chandise fur J:>randj, prices, styles, etc., and report to the Head Buyer and follcw up 'Customer 
complaints cm" mexchandise. A Marketing Restarch Specialist provides market iind trade in- 
formation. • 

In many smaller ,or more specialized retail and wholesale businesses, one person handles all 
buying activities." Usually he is the manager or owner of the business. Some Si.ialler businesses 
hire the 'Services -of a Resident Buyer who has an office in a Central Market to purchase their. 
merch(*ndise for them. A number of specialized buyers work for more limited wholesale 
busjne'jses. A- few of then* include: , 

Broker-bu^/s goods or services as an agent or wholesaler for resale to wholesalers, retailers, 
' service industries, producers, consumers 

4yfA;/t/A~buys used or damaged goods for resiile in 'i're*aii outlet or to an industrial firm for 
recycling 

Importer-buy'^ foreign-made products tor resale to retailers and wholesalers 

>4ssern^;/tr~ purchases assorted goods in smatt lots, combines them, m6 rosells^them in large 
lots or quantities 

Jnhhor --buy% merchandiM? in odd lots (quantities, sizes, etc.), prices ?nd packages them if 
necessary, and resells them to retailers 

Distributor "buys goods from a producer and handles tjales, service, and prorTiotion to 
reidil'^rs^fgr a certain region ot the country • 




Marketing Services 

Some of the more interesting buying careers in Marketing Service Industries irtck;cl?: . 

Securities Brukrr-acxs as commission agent for a client who wishes to purchase certain 
stocks or bonds 

Purchasjng Steivard-buys foods'tuffs, beverages, and operating materials for hotels and 
restaurants \ , 

Tffn(^'ai)d'Spc:ce-Buyer—purc\v}iei advertising space or time on radio, tv, nevi'spapers, hiJI- 
boards, magazines, etc. for any business or group ' . 
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BUYER BLANKOUT 



#23 



Fill in the blank spaces below to find the four major buying decisions and thirteen of the careers 
that are available in buying. 



ERIC 



BUYER BLANKOUT ~ KEY 



Fili in. .the bi^nk sM-ices below to find the four majjr buying decisions and thirteen of the careers 
that dre a ailabie m buying. 
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BUYER'S CAREER CBA'S ^^24 

Participants * Gameboard 

o Pjncffsti; or Teafj'iS bid on areas, answ'er questions 
7 Wxierjtor opens bidding, reads questions 
7 Scorekoeper show's odds, indicate.; players points 
3 Authorities makt up final questions and answers 
3 Judges determine correctness of answers according to given questions" 
- Add it /or) jl studcints fjAe ttie losing panelists' places 
~ Af! students submit 5 sets of Questiofis, 3 questions in each set 



c 


B 


A 


1 


w 

2 


3 



Directions 

Each panelist or team starts the game with 50 points and decides hoiv much of his total he 
ivar::s to wager jt the beginning of the game on the first question. Each player or team 'may 
wager up to 10 points on any one round of questions. A total of ten rounds comprises one game 
and each round nas three questions-one each for CAHEERS (C), BUSINESS (B), and 
ACTIVITY (A}. The player with the most points after 10 rounds wins, 

P.:--, is begun when the moderator asks eacn player or team to decide how m.uch he wishes to 
wagc'^ up to 10 points and in which of the thrt . categories he wishes to wager. To make the 
ga^ir more interesting, some questions are more difficult than others. The sc<!irekeeper may 
ir-dicate tnese odds vith numbers under each of the categories as shown cbo\'e. The "V under 
CAREERS iC) shews that it is -the least difficult, the "2" under BUSINESS {W the next level of 
d.'t;cu :v. a^d the '3" under ACTIVITY (A) is the most difficult. 

Each rj^ayer shou'd be given ten cards with points of 1-10, so that he can show his wager. The 
piayer snouid also be ^iven three ca'^cs, ore each for CAREERS, BUSINESS, and ACTIVITY to 
indicate in which category he is wagering. If two o^ more players bid on the 5am,e area, such as 
CAREERS the player wit"i the highest bid has the opportunit\' to answer the question, and the 
c:"er p!aver(s:' do not participate in this category/ of questions, if two or more players choose 
tne sa-^e area and uagt;r the same amount of points, the moderator wili open the bidding to 
t-^cse piavers i?r,d they may bid any number of points up to the amount v\t:ich they possess. The 
p-ayei^ who b^ris the most will receK'e the question. 

After wagering and bidding is completed, the moderator wiM ask the questions according to the 
order on the bo^rd, the CAREERS question first, the BUSINESS question next, eta» depending 
uoon wf^ich ones have been se*ected^ The moderator wVA read only those questions in the areas 
which have been b'd upon. Each p'ayer will answer the question upon w-hich he won the wager. 
If he an5\*i"sr5 correcily, h:s score is increased by the number of points he wag' red muitipHed by 
the odds (1, 2, or 3) in that area. If he ansA^ers incorrectly, his score is reduced only by the 
num^ber of points he wagered 

Fo- added interest, the tenth and ^ast reu-^d of cues^-ors for the gam^e may be played with no limits 
on the waoe»e^1 amount except the number of points that a player has earned using the samre njles 
for a t e bia 
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COMPARISON SHOPPING SURVEY ^25 

Directions: Select five products of interest to you that would be carried in the same store. Place 
their natT.es in the blanks of column -1. (Example: toothpaste) Then choose three 
brands of each item and write their name in the correct blanks of column ^='2. 
(Example: Crest, Ultra-Brite, and Ciose-Up). Pick three stores and write their names in 
the tops of columns -3,, =4, and -="5. (Example: Publix, Winn-Dixie, A & P). Visit each 
OT the stores and compare the prices of each brand. Write each brand's prices under the 
columns -3,, ^4, and -5. 



Kind of Item 
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CAREERS IN PERSONAL SELLING 



Selling is an essential link between the producer of goods and services and the consumer. 
Selling is the process of assisting or persuading a customer to mai<e a wise buying decision to 
meet his needs and wants. Personal selling involves a direct face-to-face or telephone contact with 
a customer during the actual sale or in providing special services. 

A career in personal selling offers unlimited opportunities for the person who likes to work 
directly with people in providing information and assistance about products, giving special 
customer services, as well as actually conducting the sale for a good or service. A selling career is 
available with all four major business components in the channels of distribution, namely: 
Producers. Wholesalers, Retailers, and Marketing Service:. Although selling is often the route 
token for those who want to be top executives or managers, little formal education is usually 
reqjired to begin a sailing career. An outgoing, friendly personality and initiative are 
important factors in the salesman's success. With these and special training as needed, the salesman 
may become a buyer, sales manager, or even a company president. > 

Some of the interesting personal selling careers that you might like to mvestigate mclude: 

Producers 

Manufacturer's Representazh eseWs a manufacturer's goods to wholesalers and retailers for resale 
to their customers 

Industrial S3!esn^3nse\\s goods used to make other goods or for the operation of a business to 
busrnesses for a producer or wtiolesaler 

Pioneer S?/ei:7?a/7 --serves the manufacturer by promoting or selling new products, new uses for 
products, or new selling" methods primaniy to //hoiesalers, ^vho are usually new custoroers 
in a new Territory 

Dealer Service S^^lesr^i^r—^oWovJSup an industrial pi'^neer salesman to make sure an adequate 
si-pply of goods is on hand by taking an inventory of the customer'-s stock and writing 
orders for necessary merchandise 

l^issiona'^' S3 'es-r^an— employed ceneraiK by a manufacturer to contact the retail customers of 
wholesalers to assist t^e retailer in promoting ard selling the mani^facturer's products 

Safes Manager- Si: ;>erys/'\ses the trainin:; and activities of f^a'esmen for a producer, whoiq^saler, 
retainer, or marketing ser,=ice industry 

Demar^rraror-emoJoyed by 5 manufacturer,, wro'esaler, or retaile' to s^CvV a product in use to 
groups CT p'^o>oi.^ctive customers 

r^srfon y,Jodci'--<^om :ne f-r-atu'^es cf garments by wearing rbem ana exD?i!'-ing the design:.- 
stv.es, prices, eta. to custor^ierv for r^.anjfactufe'S. vvho'esaiers, or retainers 
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Wholesalers 

i\'ho(esjle S^^fesnun- ^eWs goods ^or a wholesaler to retailers ior resale to their customers; is often 
called a general salesman 

Dt'tjtl S.;/tAN7nj^?"Serves the uho'esaler by checking the stock o^f retail custorners and writing 
orders for goods 

Rjck S J lesn; J n '-aids the wholesaler by inventorying a supermarket's supply of non food items, 
replenishing the stock, and orrcing^ng displays 

Truck Si.^/t'S^^Tun-erp.r/ioved by the wholesa ^^r to selt and deliver food ttems various ref-*! 
stores 

X'jfKr^cr, Dt:nH?r}^:rjio;\ ^-nci r.;^v*VL:vJ ^Uidcl as describea under ' Pruducers" 

■4. 

Retailers 

Strr. tcc Sij^orj Artt'ffdjn: -r^roviAcs ser.jice :o rroto'' vehicles for sale of gasoline, motor oil, and 
i^cpessones to cusTomL^^'s 

S -hred bv a retail <:tO'e :c cssist customers whvj do not need in-depth njerch:.ndise 
irto'mation c:nd oemcnsi^.-itiof* aral tnerebv serve many customers, of'ten for frequently 
' houa^t Items or low^^r orjced :;ogc$ 

S:-■^*'s.'^-,'?^?-em;3^oyed by a stce to orovide crt?j:tive salesmanship in the demonstrnxinn and 
expianation of j product to customHrrs for nroducts which are not TTequertly bcught or 
wn^c^ :^'^e expensive! ,' p 'ice ci 

O.^rs^^e S-?-r:*5.7:j;;-$e!;s goods 'or 3 rt :a ler to ir^divrdu^i cust omer? 'g __J^-" - placr of 

Cj-N*:':^'-"\vcrk? *o' a -eta^'er c r:c:^k;}t i^g scn-'ce irdjstrv by h>ndn^.-. -■>.c:^-.:^ge of money 
tc^ J coed c service by casn or c^ed^: 

C'friir:?::;>-^-r!ra\. ices u sovCui' c.i?*c";^' se-^^ic-? c-' L\'anoiPG mc ^.'-r^^'-ti'S^:^ ' - I has been 

; C/r;"-*. ~icce::-ts part^ai :;c^''"e-t on L^u?cha?e mercnancise. iss .'l- customer a claim 

t:CNe:. w''a:":s stores V"^ L.'^tii it is pa?d-:n-fan by ^ :l customer^ keeps an 

.-•ertcu.' 3-- wl.}'"^^ tickets 

5.: V ■" U*r*^'.,' ' ^r'::r:^r. c-:: ' cesc'ihea ' P^O'.^vzerr ' above 

5c^'/r-.i :-r;"CAide$ hoie^ or =r.:. 



r.^arketing Services 

■^:-':S.^c*.o^s "or ncte's cr motels by recistering s^ests. ra-^eivinf' 
c.--''c. :?'^u;'% ^.eyi, .^ssigring rooms, kt-ep-ng room recorcs. ard 

I'^v-rs viit'^ specja! customer services, such as hagcage hapdSinc, 



Corwention Manager -p\^r\s and coordinates activities w.thin a hotel and restaura'^;- u^: 
functions such as conferences, exhibits, banquets, etc. 

Mdftre c/'-coordinates activities of food and beverage v>rtDrkers within a restauicn( for the dining 
room, lounge, and banquet facilities 

Ticker 4«7^?/'?f-sclIs .tickets for transportation agencies to passengers, planr> v ■: e\ route, and 
computes the fare 

Business /A^wr —represents entertainers in selling their talents to theatres* noti'^'"* picture studies 
and other entertainment centers 

Advertising SoZ/c/roi' --sells . advertising space or time to a business for a r-v-v.^paper, radio or 
tele^MSion station, magazines, etc. 

Ssiles Manaper, Cashier, and Fashion Model as described »n ' Producers" abovr 

« 

Many cersonai selling careers involve more than ore function. T';: tick<-t ageni, for 
example, includes both the transportation and selling functions. The lay -vvw c.'erk's respc^ r-bili- 
ties tnvoUe the storage, seUing. and finance activities of marketing, Othe-s, such .-s the estate 
and insurance agents, secure «e$ salesmen, and brokers a^e ctscussed in other u?}--v 



SELECTING THE SALESMAN^ BOSS! #27 

Listed below are twenty tvArtD personal selling careers that you could choose. To the right of thenri 
are four columns representing the major business components in the channels of distribution. 
Place an "X" in the appropriate boxes to the r^^^ht of ^a'^h listed career to show tne businesses 
for which the given career title works. Remen/t'c';, in some cases more than one box will be 
marked. 

Persona f SeUifyg Careers Producer Wholesaler Retailer Services 

Manufacturer's Rep 
General Salesman 
Industrial Sales 
Detati Salesman 
Salesclerk 
Front Desk Clerk 
Service Station Attendant 
MissioHcrv Salesman 
Rack Salesrron 
Curside Sc^esman 
Be'jman 
D?T)onstr£Lor 
Business Agent 

Vai-tre d' ^ 
Dealer Sen. ice Sa!esniar 
Sales Manager 
Ac\'ert;sjng SoT'Citcr 
Cashier 

Convent - on Manager 
Ticket Agent 
Pioneer Sa'esman 




GAME ACTIVITY 
(Small or Large Groi^ps) 



Based on Tic, Tac, Toe"* 

? - Contestar.ts^C'x" and ' o") to start 

1 — Moderator/Judge — 

■ 1 — Authority to compile questions and jnswers 

- AW students submit 10 questions and 

- All students participate as contestants 

Directions 

1. Each contestant is designated as an "x" or "o" 

2- A coin is flipped to deternnine which contestant will begin the game. 

3- The moderator /judge reads a question to the contestant. If the contestant gives a correct 
answer, he receives his "x" or "o" in the square of his choice. 

4. The winner is determined when one of the contestants earns three "x's" or "o's" in a ro\^, 
across, g lo\%lL_Qr„djaj!i^^ npithpr rnntpgr^jnt secures three "x's" or "o's" in a row. the 
contestant with five "x's" or "o's" is declared the winner. 

5. The losing contestant should replace the moderator/judge and authority to allow them to 
oarticipate as contestants. 

6. Games m^ay be played on paper, a blackboard, or an overhead projector. 

7. for larger groLips of students, teams nrvy be used in place of individual contestants and 
additional students rnay sei\'e as judges and authorities. 

Suggestions 

1. Thrs game actrwit^- may be used to introduce a unit, as well as to reinforce or review the 
subject matter. 

?. One way to introduce to subject of advertising is to play the game using a number of 
manufacturer's or other businesses' slogans or taglines. The game actrvity provides at. excellent 
opportunity to lead into a disc^vssion about the effects of advertising on the consurr^er. types 
of edvertising. 

•De^-elooed anu reprinted vit^ the r>ermiss>on of Mrss Barbara J. VViikie 
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ADVERTISING 



Advertising Slogan or Tagtine 

It's the real thing 

You've come a long way/ baby 

You desei ^ break today 

The wings of man 

We try harder 

It's finger lickin' good 

You can trust your car to the man who wears the star 

Nice people with money to lend you 

Let your fir^gers do the walkin' 

You've got a tot to live and got a lot to give 

Like a good neighbor is there 

Building a better way to see tne USA 
You expect more from — you get it 



— hasT>ettef Ideas 
Fly the friendly skies with 
Where shopping is a pleasure 
You can be sure if its - < 
Where there's life, there^s — 
Where Economy Origirates 

Aren't you glad vou use ~% don't you wish everybody did 

Get your hands on a — you'll never tet 90 

\ev€T borrowv money needlessly, but when you do, 5ee — 

ror those who ca^e enough to send rne ver,' best 

Host of :ne highways, Coast to Coast 



Business or Manufacturer 

Coca Cola 
Virginia Slims 
McDonalds 
Eastern Airlines 
Avis Rent-a-Car 
Kentucky Fried Chicken 
Texaco Oil Company 
Associates Finance 
Yellow Pages 
Pepsi Cola 

State Farm Insurance 
Chevrolet 

American or Amoco Gasoline 



Ford Motor Company 

United Airlir>es 

Publix Supermarkets 

VVesTir>ghou3e 

Bud (Budweiser Beer) 

A & P WEO 

Dial soap 

Toyota cars 

Household Finance 

Hallmark Cards 

Ho^^3rd Johnson's Lodges 



"Dtvelooed bv a^^d repri -ted with the per-mrssion o*' Barbara J, Wii<ie 

ISO 
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NONPERSONAL SELLING CAREERS IN SALES PROMOTION ^29 

\Ur.\ i^eiiing Careers do r)ot involve direct contact with the customer for purposes of 
con JuttirKi or i::$S5St;i -cj in a sale. Monpersona! *^e!ling careers include those people who use special 
devivt'S or tt'chna^ues to provide potential customers with special information about a product. 
ser.!Ci\ or trjsHiess The specuil techniques or devices are used to persuade the customer to 
Lu:^cr,ise .i t»Cu;lvjr product Of ser\ ice or create a favorable impression about the business 

\o:-i:)»;'rsu'fh:. soi^'.fig iS oftep Coiled ' Sale:, Promotion." Sales promotion includes advertising, 
s;'*^tvi3f pro-T oitor^al techniques, ar^o ;:ubiic relations or publicity. Sales promotion does 
p.c >0'vt; ; bLilsng cjreers s^cn as trur'^ advertising sclicitcr and fashion model. Those 

Sv*.!-:s ; • o;^'-Jt'tMi c.:*t;t*rs ciscjss '"tre are nonpersonal selling occupations. 

Advertising 

A '\.^':;s .'Hy 1a v of ronoe''5QnaI presentation of ideas, goods, or sea-ices by 

:":-5^*-j V .su^' ;rv^!o -..'^ ati identified sponsor. These means are called "Media/' and 

\.'Jt -^.-^i-c:^'^'^, ' v-u.^/ i:es. :):I'bodrds, fivers, racio. televis'^on. and movie theaires. Advertrs- 
rn: ..}-'r'> '"'^n^t t-\:. t.nc Opportunities for peoole" w'th tm.agtnation, writing abiiity, and 
\ -^^ tfK n So'^':: xne o::ve'^:;5ing careers inc'ude :ne fot'ow^ng; 

.■ ^* ; u:. -ri'^S iO'C-rrr^c:: or- abCuT people, piaces, e'J tr *% .-.nd h.^r.r\pninn^ ti\ ..tiHt^nrtir 



o. irif ^, -Sicn, theafes, d'^d Dt'^er entertammen: centers 

,.t!a rs nfo'-^^.^non aoout a procjct or sen.Mce -d the advertising sponsor and 
: or;.;:;r;V ::ocv a r^fnted ad or :he writ:, script for radio, television, or 

cr^'er Ci^.ti G ach-ert-si-^g m.;ans 

Crates a p c:^re or ces g^" :c 'dvo^ariv s^o-^ c orocuct c service described in the 

..^ 1* ■ >i>?e'vr:'e5 3'' Vr Uc'ts acver:;se-*?'^er!: ipto an eyecatch^ng, attractive design 

-CO"':: d-es* t'^t: '^na! cop'. an a:: storv. article, etc. with the finished pri'n:^(j 

5p'^ . r ' • - c'ea:--s v>\- '^^an- ..?es a s-gn c'^rt-nc p*:3Chine to n^ake display s^o\%cards. 
o • i-::-.::-:.} i-Z"^ poste'-s. ana rna-^v or^-e^ vtsua! p^'omotion a^ds; often is a ucrker m the 

u-s:-i\ a reta;- srcre - — 

Public Relations and Publicitv 

c rc,-vc-5 a-".: i^cL'' ctv inc^:de£ these aut^v't^es designed to de\'e^cp coocvvi I or a 
v :^-h ... •'•.•ress o-^ a :^us "^ess^ o-^aa^i^ioat ^cn, person, or group throLjgh the news media, 
no -rv^..^; ;^tn:s c^- groLio. prov-di'^g sr'^.-a' f^ee materia'b or assistance. A •ew of the 
• ch r^o:-'::;:-..-- t:x> a^.j-'oh'f r.;h-^c "r'cOons or pub'ictty to cons'de' are: 
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Press 4ae'/7r-organj2es information concerning a person or group's activities, prepares news 
releases, give^ interviews. plans_ for public gatherings and otherwise acts as a liaison between 
a person or group and the general public 

Public Reunions Man (PR Manj-p\^r\s and conducts programs to develop goodwill for a business, 
organization, or institution 

Reponer-q^Xhers information about special events and happenings and prepares news releases for 
radio, television, and newspapers 

Consi:mer Affi^irs flepresemaf/Ve— provides requested information and/or materials to individuals 
vind grouos through the mail, interviev\'s, and speeches or any other manner indicated to 
... bjjtd goodwill for a business fsrm 

Gro.i.'id Hoi^tt^ss-greexs and assists pci^ssengers of airlines while they are in the airprn ' r:"?rminal 
with scnedule changes, local i-M^ormation, flight data, and other matters as v -^'^^;e to 
create favorable opinions of the airline 

Display 

PeODie who work in display are involved in visually showing merchandise, often as it is 
used Displays are pU^cec uithm or around a business to get customers' attention and create 
interest m buying the displayed goods. Meoy people are employed in display occupations. Some 

of thern are: ^ 

D-^p'jy Dc<icner~ ere axes and p.ans merchandise displays on a drawing board .including the 
product, props, and accessor/es 

'I ^'j 'J -arranges the rr;erchand!se and props into an atrraciive display as created by the 

D^s;^\:V Mj''jger-coor6inaies activities with other depa^f^ents in determining merchand^^se to be 
d^srlcved ard superv ises disotay vvOrkers 

J.'>o\y,' reL.'-.;?^rr5.'>-Dreo3res a-^d deans display area and assembles or returns necessary 
^merchandise and props for the rjisplay m^^n 

D :^yi:y Trr.'n~er -adds the back d'-CDS, iloor coveriii^s. and ether dis^'ay accessories mdicated by 

Fa cial ProHiiotiona! Techniques 

S'^ecTi! r'Dmot:Dna' technj^.i^^s a^e devices, other than advertising and display, v;^:ich ire 
^5r/a c^r-.r-z a >3 es pror^Gt;cn c^^rnob^gr) to attract special attention :-r'-d arouse a lot snte'^t. 

\ Pc^njc by ad^ertisiig Crrsonne-, f^etie devices include "^as^^on shows, contests, trading 
$:c:-^.r;s. co'^pons. exhibits, sanroles, and S'.\'eepst3'<es. Display worke's are frequently invO-ved in 
se:t:^; ur c 3'epa"i"ic "fo^ sa-es D-OTOtionai act-^-^ties. s^ch c?s fashion sncv%s, samu ^^s. and 
co'*:tests A "ev. of tr^e sales ororrot'Or. career specialists are: 
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Sc?/t\v Promoter -plans and coordinates special promotional campaigns using techniques, c^uch as 
sampies, contests, stamps, coupons, etc. 

Fjsh/on Coor::iffijtor~\)fon}Otes new fashions and cocfd«naies promotional activities such ;is 
fashion shov\'S, m conjunction with the buying, \^dvertisjna. display, ^nd pubiicttv dopart 
meats a stove 

S.}r7ipJe £)/>Tr/:.)</:a: -gives Cui>;oniers sm.all amount or size of a product in nopes thjt the 
customer a:!! like it jn.i decide to ;^urchase the product 
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ARE ADVERTISERS REACHING YOU? 
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Does advertis.ng have an e»fect upon you^ For each of the following products or services, write 
thp name of the adver^ser that fi-st occurs to you. Then write Xhe slogan of that advertiser. (A 
s/oQt/v? IS a sentence thot ts used ♦^lany tines in advertising to im'press you with a particular product 
or* service.) An example usmg coffee is shown below. 



Product, SerxMce 



Advertiser 



Advertising Slogan 



coffee 



soft dr ink" 



5. '"^cre. or n^ote: ?-oc 



U. case 'Htr 



MajCvx-ell House 



Good to the very last drop 



10 
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SELLING SELECTION 
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LisTf'd hclovv cire \en tv[)es of Sciiesn^en. !n tlie sp'oces provided, identify: (1) the kind of business 
u\ uhici^ \mi is oin;>luv^'d. (2) tfu^ custoniers thjt •h'-'^ serves jnd (3) one jctivity or vjrvice in 
v.hich tvj enqjv^es. By cusKjniors, dues fif.> serve vv! ioU?s.;lers, retiJileis, cufisumers, services, etc. 



P N 



TYPE OF SALESMAN 



Avon Cusrv'tics l.ddy 
Defnon.;trjl k 
Businrss /.qunt 
Front Desk C'etk 
Advertisinq lllustr.jtor 
Ruck SvjlesnuiM 
Dis[)lcjy Mtjn 

Sf)Ofttruj Goods SuK'ScU.nK 
Gruurui Hostess 
M jnLifdcrLi''L''s RepresoDtcitive 
Ftis^iion Coorciinutor 
Servric^i Station AtlendcfTit 
:u]les Promoter 
Convention IV1c}nclfJ^'r 



BUSINESS CUSTOMERS 



ACTIVITY 



']■, tfie Ir.'ft of eacl) sellmq Ccfreer. indicate witli d "P" d it is p(?rsonal and^jn "N" if it iS 
»V)npt»rsor-.df. Use the blank which is f)rov!ded. • ^ 
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PERSONAL PRODUCT INVENTORY 
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List ten products below which you have bought in the last six months, fn the right columns, 
check those tilings wnich influenced you to buy them or w; ich influenced you to ask your 
parents for them. When you ^re finished, your teaclier will give you some more information uod 
directions. 



Name and Brand ef the Product' 


Friends 


Salesman 


Newspaper 


Rjdio/TV 
-# 





1 ' 








t 










1 ■• 

^ . , . » . . , . . ... 










9- 




s 






m 

L . 











*(tic;ud»; 1 variety of products mus'ic. clothiruj. cosmetics, health aids, food or beverage items, 
n(.)veltv ^oods (posters, candles, jewelry, deca(s). 



STORAGE SITUAT{ONS 
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1. As you Icib'j) a finyi box lo be triinsported, jnother shipping clerk whisf)ers. "Why don't you 
slow down^ You want lo mdke tfie rest of us look bad?" What would you s. , and do-^ 



?. As liM order pdcker. you are selecting pieces of china t ; ftll an order and b«'€ak a cu|' 
(iro()pjnq it Evf^yone else is at kmrh. VVIiat would you do> 



3. As ttie mventory clerk, you are checking shelves of auto f)aru 1." vou notice another 
er^iployee slipping a carton oi sf)ark plugs into his car. What wouL* v^rj dS^ 



A.. As o receiving clerk, you i^e responsible (or cho^'sinq the incoming store mer^* iond.se against 
the order. W..hile you are halfway through unoacku)']. /ol' best friend comes in and >ays, 
"Let's go 'to'lufich I've? only got thirty minuses'" V-Mot would ^ou do^ 



5. Ao the warehouse managci. you hire .-nd fire empioyt*es. One of your stjck ckrks has been 
negligent about ijjsumg receiving reco'ds although you have talked^lo him several r-mes. You 
are expecting a two month's rush and have a new inventory ^.i.: kWou'd' like to have as the 
stock clerk. Your present stock clerk supports an invalid motherAa w /e, and three bmall 
children' What would you do?^ \ . 



ST0RAt3E SEVEN 
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vVilS(^rt's Warehouse Stifjervtsor^ tids |ust 
v'V'?n of Xhv clOvt:n n^cirkutinq personPMi 
ot! " If you were the su(K'r^;isor, vvtnch 
!ru» l)ljnk 10 the left, of thu c^ireer titles. 

1 . Checker 

2. Receivuig. CiiitL 

3. MaleruHls Handler 

4. StocknKJn 

G. inveiiiory Control Clerk 



n. Mjrker 

7 Truffic ^1anal)er 

8. Ptickinq Supervisor 

9. Order Pu:ker 

10. Pjcker 

1 1 . Si^if^pinc] Clerk 



t)een notirted-tlun the business is m tfie red." Only 
m sturciqe cjn retiMifi. Four of the 5.)iiOf)le n)ust t^e 
four would ytHj .-n fjo^ Indie-ite tlM-se with- an "X" in 

Rc ponrfbil/ty 
insf)ects {ricominfj rT)erchjndi:ie 

checks in rnerc.undjse jgdinst purcliase invoice // 

transports cjoods petw^^en dock and sto^'eroorn 

stores HhMChjndfse in c)[)pro[)riate order 

checks nv?rchandise on hand to determine surp!ij'^es and 
shortages in tfu' warehouS'.' 

X 

[Kit:es and sometin^es Uujels incoming me-chandise 

decides n]eth(jd uod routes ol delivery -sh'pme^it — - 

' ::Lipervtses pitl ing and pack ng of vnip -'d good:, 
self^cts mercrundise fron) slielvev or bins to be pac^ ed 
prepares rnerch^mdise fo' iprner :> box*^-. crates, etc. 
ch.ecks order [o \,\v if it has bijer: 'illed r^roperly 



List the four storage personnel you "la: . of!" tn the bkiU^ : be'Iov. d O rl Jin wliy you rhuse 
tliese four people. 
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CLASSIFJED STORAGE CAREERS 



Select cue of Lhc stcfctqo jobs and chc.k the classified section of the newspapers to determine the 
job opportunities i.i your jrea of t:.e slate for those two careers. Clip six "want ads" you find and 
ijlu52 ih-.^m if; xhr a^Jpropriate box. Complete the columns shown for kind of business and the duties 
wh«ch wou^':,^. be involved. 



Ne- .spaper W-^nt Ads 


Kind of Busmess 


Duties Involved 
















■ 




t 






• 
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STORAGE SHAKEUP 
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. Your qrou() is to use tlu? nuMtiod of rnajoniy rule in reaching j de :r lon. The lusk .assigned :tr..,jt 
he iiqrmJ upon t)v niore ihjn Half of the members before it ^ocomes a part of the group 
decision. A majorilv vote is sometimes difficult to r^each. Therefore, not everyone's opinion will 
meet with iht? (;roup s df)provat. Try, as a group, to make each ranking on, .vith which olJ group 
members can at least partially agree Hea^ are some guides to use in reaching decisions: 

11) Avoid jfijuifuj for your own individual judgments. Apijroach the task on the basis of 

(2/ Avoid changing your mind oDiy m order to reach agreement and avoid conflict. 
Support only solutions wati which you are at)le to agree at least partially. 

<3) Avoid "conflict reducing" techni(;ue such as av(?raging or trading in reaching decision. 

(4) View differences of of)inion as helf:)fui rather tlian as a hindrance m decision making. 

Ward's Wholesvile Company's financial statement shows ttuit hiyli labor costs^ have .caused J^^^^^^ 
company to operate m "the red/' Assume that the company manager has notified you, the 
warehouse sufM?rvisor, that you must cut your staff to seven. These seven people must be able to 
assume the responsil)iiities of those let go. Your t.tsk is to decide which four must leave. 

Your grouf) must reach a' niv^jority decision on which four [jeople tnust be laid off in order to 
reciuce labor costs. 

You have 20 minutes to reach a decision on this problem. 

(M Traffit. Mariager, a b5 ye^^r old retired Army Colonel 

(?! Receivaig Clerk, a "swinging ' 30 year old bachelor 

(3) Inventory Control Clerk, a 35 year old divorcee wit!, two children 

14? Materials Handler, a 22 year-old ex convict of bank robbe y 

(5) Cliecker, the 20 year old daugtuer of the company manager 

(6) Marker, the 60 year old widow of a teacher 

(7) Stockman, a 50 year old ":aid off" »'ailroad engineer 

(8) Packing Supervisor, a 40 yea^' old disabled war veteran 
i9/ Parker, a pregnant 25 Yea?^:ld woman 

(10) Order Picker, an 18 year o d high schcof stuident 

nil Shipping Clerk, the 30 year old husband ot the pregnant packer 
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Storage Shakeup Issues 
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The following are guidelines lo discuss the way in your group 'drnved at a nutn)rtty 

decision about those storjqe p)ersonnel wirj vjould be "laid c^ff. ' 
*» 

(1) VVhjt feel'nqs wer<? expressed \n reaction to this situation-' (e.g. frustration, withdrawal, 
anger) ^ 



(2) Did v(HJ obs^/rve any dttferer^t styies (;f lea'ilership^ Who do^unotecj or exerted the itiosl 
infill, nce^ Hoa .tmi vvhy^ Were there reelings u1 conipetrtion for leadership? How 
wuK h ruM'cj was th^.'rt» f or -orqamrat ion? 



(3) How did the members of your group . reconcile conflicts of vaiue? (compromise, 
domjn:U.ioe' of (3ne (jerson, etc.) 



(4) Was your t>eh,dvi{)r .n this situation characteristic of the way you work in a qrou\P Why 
or wi^y not? 



(5) Did everyone participate? Co you fee! that the decision readied really represents the 
opinions of the majority 
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STORAGE SPIRAL* 
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Solve the storage spiral puzzle by writing the name of the storage career in the speces which are 
provided to match its description below. Each of the careers is listed according to the order in 
which they would be involved in the receipt, stocking, and .shipment of goods, in the case of 
some |Obs which could be involved more than once, n is^^^aced where it would first be involved. 

Descriptions: * 

1. coordinates activities within the vvjrehrOuse 

f 

2. checks in merchandise agjmst [)urchase invoices and orders 

3. transports goods between dock, receiving, storjge, f)ackin(j, and shipping 

4. inspects inconiing merchand.je for amounts, ciirahty, etc. 
5- (^ricf^s jnci sometirr.t.'s laljels inconiing merchjiidise 

0. stores rt-'.erchandjse in an appropriate o?fifr 

7. checks mtrcl\indise on i»jnd to determine ;.ar|:.luses and shortages m the warehouse 

3. s;jper\'jses f)}Cking c,n6 packing of shiope(J c;o6ds 

9. setf-cts merctiandise Iron', sfiel\/os or t.'ins to be f)acked ^ 

ICJ. f)re(jart'S fTU/rchandise for shipnvjnt in boxes, crates, e1c. 

1 1. cfiecks ord<^r to see if it has been ftllud fMOt>erly 

12. (j^'Cides metfiud jtid routes of delivery or sfnpmcmt 
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TRANSPORTATION PROBE ^40 



Listed below, yi'j will find forty careers in trans;)orlation. Each has been placed under tfie 
method of transportation in which it can be found. Thirty-six of these are hidden in the 
transportation puzzle on the next page. When you find them, circle the complete career title. 
Clue: there are 16 careers across. 14 careers down, and 6 careers diagonally. 



Transportation Careers and Methods 





Hiq(nvi3 ys 








Roij t {-•nijin 




Conductor 


Flioht Control Soecidlist 


Dispatch Clerk 




Stationmaster 


r^rpvA/ Srhprliilpr 


Rate Clerk 




Porter 


R^mn Attf^nH.iPit 


Bus Trdcer 




Cdllboy 


Carao Agent 


Claims Advisor 




Scaler 


Reservationist 


D river 




Motorman 


Ticket Agent • 


Limousine Router 




Brakeman 


Schedules Analyst .. _ 


< 

Operations Director 
\ 




Yardmaster 










Traffic Checker 




Water Dispatcher 




Longshoremdn 




Dealer Recruiter 




Dock Boss 




VVdtermaster 




Importing Clerk 




Meter Reader 




Purser 




Gager 




Steward 




Field Supervisor 




Freight Handler 




Services Assistant 


Ex(jurt Mtinagcr 




Pum[)ing Station Operator 
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TRANSPORTATION PROBE - KEY 
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TRANSPORTATION THROUGH THE CHANNELS* #41 

« 

Select any one of the following products and prepare a chart showing the kinds of transportation 
that would be used to get the product from a producer to a wholesaler, a wholesaler to a 
retailer, and a reiailer to the consumer. 

• Records or Tapes Frozen Orange Juice 

National Magazines Cosmetics/Beauty Aids 

Automobiles or Trucks Gasoline, Fuel Oil 

fuller Brush Iteriis Oriental Novelties 

Bnjzil Coffee Air Mail Letter 

Clothing Accessories Sf)Orts Equipment 



PLAN AND SKETCH YOUR CHART IN THE SPACE BELOW: 



(Kind of Pfoduct) 



''The five methods of transportation are; 

airlines, highways, pipelines, railroads, and waterways 
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#42 



Participants 

1 Moderator Judge 



2 Teams 



1 Scorekeeper/Timer 



Directions 

The purpose of this game activity is to familiarize students with transportation careers and their 
functions. Develofj a roulette wheel with trapsportation methods sin-Jar to the one illustrated on 
the back' of this paper on a sheet o1 plasterboard. It should have 6 spokes, !5 transportation 
methods, and'l bonus area. Have each student submit 5-8 questions on an assigned method, such 
a^ air, highway, pipeline, etc. These should be assiqncd so that you will have at least 10 
questions for each o'f the methods. Samples of these have been shown below using a true-^alse 

format. If time allows, ahave students orepare the questions on cards after you f^ve edited them. 

\ 

Select a student to serve as the moderator/judge and one student to act as the scorekeeper/timer. 
Divide the rest of t^e class into two teams and have each of the teams choose-a captain. Eoch 
team captain will arrange his group in the order to which they will take their turns at the wheel. 
The moderator will flip ^ coin to determine which team will begin the game. 

The first player of the team winning the toss starts the gaVie by spinning the arrow. ;f the arrow 
stops on a transportation method, the -moderator will read a question pertaining to a'career 
related to tfiat, transportation method. If he answers correctly, his team re^^eives one point. If he 
does not answer correctly, the first player on the opposi'te team may answer the'' question. If the 
opposing team* player is correct, he scores a point for his team and also takes his turn. If the 
opponent's player is not correct, his team does not earn a point but he still takes his turn. 
Anytime a player cannot answer a question, the opposing team's next player may answer the 
question for a point, as well as take his scheduled turn. 

Each team player has 10 seconds to give an answer. Only one answer will be accepted. The 
player receiving the question may not consult with other members of his team. If a player spins 
the arrow and it rests on the. "Bonus" area, his team earns 5 extra points, as well as a chance to 
spin the arrow, again. The game may be played for a class period, for a set time limit, such as 15 
minutes, or for a tota' number of points, 15 points for example. 



Sample Questions 



AIRLINE 



HIGHWAY 



The Airline Stewardess demonstrates safety 
equipment and explains emergency pro 
cedures. 

Answer: T^UE 



Motor dispatchers distribute route assign- 
ments to truck drivers. 

Answer: TRUE 
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TRANSPORTATION: Getting It There'! =43 

r 

Have you ev^- thought al^out tlie importance that tr jnsportdtion plays m our lives. The 
food we buy, the ciotlies we wear, the cars we dri^e in, jnd the wcUer we dnnh are all 
transported to us by one method or another. Five methods are used to trans(;ort goods and 
f)eople uircraft.. l-iicjlvvvays, f)if)eljnes, railways, and waterways; These transportation industries 
offer a wide selection of career opportunities. 



Aircraft 

Carerr: tn aircr.jft are v.ery ()0f)ulcjr today. The w/W/>;r stfnv.^rcfrss, soriietimes Called a finjht 
jrtrndi'it, IS respofisible for yrt'uting iht' f)cisseny(:rs as they board the plane and mAing them 
conjfortuble durif.<) the flight. Sfie niusi also inform them of safety measures. f)rocedures, and 
-e<juipn)ent. Jh.e rj/ry; jttn)(ijtit welcomL-s the passengers at th'? gate, checks their tickets, assigns 
tlu^m st\:ts. ijnd f)ruv!dt;s thefTi witfi travel information beiore ihey board the plane. The ticki^t 
jr/r'fif f)lans Wuyw routes, cof^fiutus tfie ticket costs, makes reservations, issues tickets, and checks 
bagg.ige. Sumetifnes. lie specializes in doing i^art of tiie activities. A rrstrvjtf<jfu<.r is a specraMst in 
making f'igfit arrangements in advance. Usually, he ur sh.e handles retjuests by telephof?e. 

lechnicat details of scheduling filanes arriving and departing arc^ supervised by the flight 
contn)! ^sfHxuiUst. also called the jir trjffa: controUor. He is asststed by the flight dispatciwr, who 
taiks to the jirhf)f} fjf/ofs landing or taking off in the planes. Tha cwiv scheduler is responsible 
for assigning pilots, fuivlf/.iiors afid stev- ardesses their flight times. Many other people are 
employed including the sk^^cj/j who hrifigs luggage to and from buses or cars. The cargo agent 
liandles* freigfit that is being shipped by air, and the jtrport supchntcndent or airport ;*)anager 
directs and controls all the activ.ties and personnel. 



Highways 

Highways include commercial buses, longdistance trucks, and local delivery trucks. Many 
people earn their living working for a rnoving van comp-iny. The moving van driver is responsible 
for Checking merch.uulise loaded on the" truck and having customers sign the necessary receiving 
forms, as weN as for driving the truck. He is assisted by a niov/ng vnn helpor during the trif), and 
a fuuvtng L^^^> lojiJi^r and packer \w the merchandise iri tfie truck. 

Mciny trucking firms haul all kinds of goods cross country as well as short dista;?ices. They 
carry foods, fuel, cars, and ijvjterials. Tfie truck driver has a big responsibility and generally 
recen/es a very good salary tor longdistance driving. A frdght handler i\nd packer load his truck. 

- Most of us have nden un a l>us at one tiiTU? or another. Aside from the ijus driver who takes 
us whfre we want to go, there is a haggagen^an ^ho checks on baggage to and from our 
d-^rstination. The 'terminal wgeni sells us our tickets and gives us inforrratKin, and the terfiunal 
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manager supervises aii the activities. If our bus is late, the bus tracer checks to find out the bus' 
• location and expected time of arrival. " , . 

When things are delivered locally by either a transportation company or a company with a 
transportation department in it, thre schedules and routes are the^ respouaibH'ty of the traffic 
manager or supervisor. The man who actually takes the goods to their destination is known^as^ 
the delivoryman of routeman, , • 




Pipelines 

Most of us don't usually think of pipelines as a form of transportation. If ' 
you want a drink of water, though, you probably turn on a faucet to get some. - "•-.-'><C^ ' 
A worker who comes to f:he.ck the amount of water your family has used for '^^^ii 
^the past month is called a meter re<^der. Water that is distributed in a government co.-,trollea 
irrigation district is under the direction of a waterniaster. He supervises the equal allotment to all 
peopue and handles any Complaints, In the oil industry, ihe men who fill and transfer oil are 
called pumping station ooerators. New distributors and statton operators 'are solicKed by the 
dealer recruiter. 




Railroads 

Railroads have helped [)l?y a major role in 

the cicveloprrient of tfiis ccuntry as the leading 

industrial nation in tlie v;orld. They have been used to transport all kinds of products including 
cattle, grain, coal, and cars. The people v^o are responsible for the loading of cars are called 
yardmen and they are supervised by a yardmaster. The stationmaster directs and controls all. 
activities and personnel in the train station, wh*!e the conductor is* in charge of everything on the 
train. The conductor collects tickets from passen{jers and assists t!iem in any way he can. The 
porter carries luggage for passengers and provided any special services needed, such as pillows." 
The brakeman and n)otorman assists hrm in running operations within the train in conjunction 
with the engineer. The station agent sells customers tickets, makes reservations, and plans routes. 
The callboy notifies employees of their work times and approaching trains. 

Waterways 

Our waterways are used to move goods long-distance fairly inex- 
pensively. Dock hands are in charge of loading and unloading merchan- 
dise from ships, tugboats, tankers, barges, etc. These men are supervised by the dock boss. The 
importing clerk is responsible for checking arriving merchandise to make sure it is the proper 
kind, style, amount, etc. The export manager conUols aJ the personnel and activities involved in 
t^ie shi[)ment of goods out of the country. 

The steward on a ship or leisure liner assists passengers with their luggage, as well as 
provides many special services. Thfj ship, of course, has waiters to serve the meals. A special job 
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opportunity available on a cruise ship is th^t of a tour guide. The tour guide escorts passenger? 
on special trips when they Icrnd in port. Ih^" recreation or social director is in charge of. 
coordinating all on board ,and planned on shore activities for the passengers.. The financial 
matters on the ship are handled by the ship's purser. . ' 
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TRANSPORTATION THINKERS 



Anjiyze ejch of *<<ho transportdtion sitUdtions bii\ov^. Think dbout the possible choices and tt>cn 
(jecidf vvhdt you would {io irl ifidt f)drticulur Situation. 

. 1. As. on diflme stuwdrdess, ' Mjrcid ■ Wds responsible for inforiTiiruj. pussenqers of .safet>) 
recjutdtions, equff):nefit, cindj)rocedL'res. Jfjst ds the ..vrpJ^ine' wds dbouT tfe take off from the" 
runwdv, Mdrcij noticed thdt one of the f)dssengers--iiiid r^ot ex'tinquished hjs cigdrette. When 
she jsktid rur^) to pledse |.)ul it out. lie bdrked, "Thdt's d stuf^uJ rule. J'm goint) to Jinish this 
gCKjdrctte," it you were M.rcid, whdt would you dc^ ^ 



fB.;i) wds enthusidstic dt)out Ins new p(jsi!ipn ^ts tin? stdt ^onnidster. Now. he wds in charge oT 
(iirtctifUj dfid cuntrolliny ^\ [)erf.pnj)el iind "jctivuies in the trd;r> stdtiorK He wanted to rridke^ 
sorrHVch.jrjeeb. Tlie i)ldce luoked'cJull dnd' (Jrdb, but he only had S200 for improvements in 
I'he budqet. He knew he anihi ije! sorr^e gooti nidten.ils witfi that money, but he'would. not 
be jble to hire any Utbor to tjo ttie work Bot^decideci that- he would assign some of the 
station workers.' includ'Mg rhe Cdllboys; ydramaster, wici the^redcaps, to work 'half of their 
hours during the next two weeks on stdtion irii|)rovements. It was a ^low time of the year, 
and they couUJ work shorthanc.^ed at times. He didn't want to aniagon.iee the workers, but 
he wanted to imf^rove the Mugo of tf^e station. If you were Bob. how would you ()ersuade 
tht.' emf)ioyees that they should work on improving the station's appear'ince^ 



Charles, the doc--. boss for U^iitecj Shif)|>iig. was in charge of hiring and fifing all of ttie deck. 
I)jnds who loaded and unloadetj freigli-t from tfie comf^any ships. Last week his export 
manager had 'asked him to hue his son to work for the summer months " Charles had talked 
to the young man r,overai \\u-]qs. [)ut jUst would not work like everyone else. He would 
take two flours for lunch, come in late, and leave early. The other men resented his yetting 
paid for the work he wasn't doing. If you were Charles, how would you handle this 
situation with your manager's sori^ 



4. As the ship steward. Sam was charged with making the ship's .passengers comfortable. He 
fiandled their luggage, tidied their rooms, and r^erformet^many little services for them. Two 
passengers m one of fiis assigned cabins were fighting and throwing things at 3 A M in the 

\ 
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, morning. People in four other surrounding cabins complained to him that t'le noise had been 
going on for two hours, and they could not get any rest* If you were San, how would you 
solve this problem? 



Liza served a the ramp attendant for Sky Airlines. S^te greeted the passengers, checked their 
tickets, assigned them seats, and provided travel information before they boarded the plane. 
The last passenger for the next flight checTTW^, and she gave him the final seat available on 
the plane. The seat was in the rear of the pla\e. The man hollered "I am not going to sit- 
back there. I want another seat in the front. iXhave td get off the plane right aw^i^ for^a 
dinnot, appointments" Liza knew that he was rtTcrf>resident of a large manufacKring 
company. What would you do? * - ' . ' 



6. The Watermaster, Bryan Williams, is responsible for*sup>;"?rvising and coofdrnating all activities- 
f for the government controlled 'irrigation rJistrict, As the public relations man. he rot only 
establishes policies for allocating water, but/N|>e informs people of changes and handles 
complaints. Today Mr. Swenson complained that he was not receiving as muCh water as he 
should and that his crops were wilting. In checking the records, you find that he is actually 
receivir^g more than he shouJd. Now, you fnust lower his arfiount. How would you exf)lairV 
. this tb Mr. Swenson? ' • 



7.^ As the dealer recruiter for a maior oil company, Ken had convii^rer^ uii independent service 
station operator to join tf^e company team.* To do this, the liwner had made changes in his 
policies and bjjsiaess ofjeration, as welkas f)aif^, for special equipment and m< terials.- In the 
past year the man's sales had decreased and th^ company had decided to drop him. If you 
were Ken, how would you explain this to the station owner? 
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8. Thane, the passenger car conductor, supervises and coordinatss activities and the train crew: 
As he was collecting tickets in one car, he saw a nnan hit a woman across the face. The man 
hit her again, and she fei\ to the floor. If you were in Thane's position, how would ycu 
handle this situation? 
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9. As a bdggageman for a bus company. Jack receives and returns baggage to passengers at the 
bus^ terminal. According to company policy, he issued a tickeffor each piec:) of baggage that 
is checked. \A nice looking young woman asked Jack to hand her the box behind him. When 
he dsked her for her claim receipt, she said, "7 he^ baggageman in Tampa didn't give me 
one." Jack noxiced i} company tag on the box. What dc you think Jack should do? 



^0. Joyce handled the airline counter during the n^iidnight shift. As tfie only ticket agent, on 
duty, she had to issue tickets, check bags, plan routes, and compute costs. For some reason, 
tonight was very busy. One man had asked her to chc^k -four different flights to three 
different cities. Two planes were scheduled to depart in thirty minutes and nine people with* 
bags wef^ m line behind the man. The man now asks her to give him informiition about 
three n^ore flights to three other cities. Joyce js concerned about the other people getting on 
tfie plane. If you were Joyce, what would you do? 



n. Meianie, the export manager of a large shipping company, noticed one of her export clerks 
t'jccepting a cash |)avment *rom a customer and putting the money into her shirt jack'^t 
pocket. Melanie was pu^2!ed because the clerk was one of her best workers. How would you 
handle this situation if you were Melanie? 



12. As the bus tracer for a well known bus company. Sheila checks on buses th^it vvere lato to 
rletermmo the reason and tf)e exf)ected time of arrival. Just' as she was about to go to lunch, 
tfio terminal manager asked her to check on a bus that was twenty minutes late". The bus 
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was often late. She knew it would take her at least fifteen minutes to track it dowm She'd 
' miss having lunch with her husband. What should Sherla do? 



MARKETING CAREERS IN FINANCE 
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Study each group of financial careers below. Using the list of businesses given, decide which kind 
of business should be the heading for that group of finance careers. Each finance career within a 
group is found in the same kind of financial institution or other marketing business. 



Commercial Bank 
Credit Union 
Departvment Store 
Finance Company 



Manufacturer 
Real Estate Agency 
Stock Exchange Firm 
Wholesale Distributor 



President Credit Interviewer 

Cashier Credit Investigator 

Teller • Finance Manager 

Loan Orficer Credit Collector 

Trust Officer Repossessor 



Securities Salesman Credtt and Control Manager 

Financial Analyst Charge Authonzer 

Securities Broker Credit Clerk 

Floor Rep {Broker's) Customer Service Advisor 



Credit Manager 
Credit Checker 
Claims Adjuster ' 
Co)!ect"on Aaent 



Loan Officer 
Credit interviewer 
Credit Autborizer 
Account Collector 



Real Estate Agent 
Real Estate Appraiser 
Real Estate Closer 
Rental Agent 



Financial Economist 
Controller 
Claims Clerk 
Treasrjrer 



2 f. ) 6 
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idy Ciich of" the marketing finance careers listed below and decide in which of the businesses 
t career would be found. Remember, in-a few cases the career title may apply to more than 
} business. Each of the eight boxes on- the following pages has a heading with a kind of 
liness. Under this i^eading are lines for you to write the career titles which can be found in 
t business. Hmr: Mot a\\ of the lines in every box will be filled. 



Credit Authorizer 
Floor Repre^ntatfve 
Teller 

Charge Aulhorizer 
Securixies Broker 
President 

.Credit Intea'jewer 
Trust VauU Cierk 
Finance .Manager 
Account Coliectc-r 
F:Par:cial Economist 
Trust Officer 
Financial Analyst 
Credit Clerk 
C'a irns A d ius te^ 
Rerossessor 
•^ea' Estate 3^C'kE^^ 



Real Estate Appraisei 

Credit Manager 

Controller 

Real E^ateoCioser 

Credit Investigator 

Loan Officer 

Real Estate Agent 

Credit and Contro) Manager 

Treasurer 

Claims Clerk 

Cashier 

Securities Salesman 
Customer Services Advisor 
Credit Checker 
CredU Collector 
Property Rental Agent 
Conect'On Agent 
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Coinmercial Bank 



l^inance Company 



i 


Genera! Warehouse 






Credit Union 
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Stock Exchange 
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epartment Store 



Real Estate 
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Car Manufacturer 
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GAME ACTIVITY ' 
(Small or Large Groups) 



3jsed on "Jeopardy" TV Show" Categories of Information 



1 


- Scorekeeper 




I A i 




c 


! 0 


E 


3 


- Panelists or teams 


0 
rvi 


. .__4.._ 


1 1 


1 


1 


1 


} 


- Moderatof 


T 




2 


2 


2 


2 


2 


- Judge Authority 


V 
A 


3,1 


3 i 


3 


r 3 






Ali students submit at least three questions 


i. 
Li 




4 i 


4 




--7- 




for each of the given categories 


E 


i ^ i 


TJ' 


5 




|-5 



Directions 

1. Four to six categories of information are selected for a unit or course. Authorities prepare the 
final copies of questions and answers. 

2. Guesiicns and answfjrs are selected ^or each of the categories and are arranged in order of 
difficulty n~least ditficuit; 5-most dn'^icuitl. 



3. A panelist receives the numbe r of joints reiated to questions he answers. The panelist with 
the most points at the end of the game js declared the wmner and meets two nsw chaliengers 
for a new game. 

4. Time ?imit per game- 15 mtinutes. Panelist or team with the most points wins, 

5. Gjme :s begun bv each panelist or t^am ^-"presentative drawing a slip of paper from a box. 
Ecch <'ip s^markeo 1, 2, and 3. The pane.is: or tean: member dravi^ng the slip begins the 
qame. ^. . ' 

6. The ;>w-nelist or team membe!- tnen selects -.he category and ooint value of the question he 

, Wishes the moderator to read. ; _ , 

7. The m.or>erato^ reads the chosen question, When the panelist thinks he Jias the correct answer, 
he rmg* hiS beil. Tne first psne^is: to nng his bell is given the opporrumty to answer the 
cuestio.\ .if his arswer is correct, he receives the corresponding points. If his ans%ver is 
, ^correct, he dC::.> not -eceive any points, end his opponents receive the opportunity of 
ringing their bells nive the a'-^Sv^tr. The first panelist to ring answers the question. If none 
of the parie:iSiS Q:veK correct answer, the last person to answer correctiy will select the laext 
careoorv^ and point i;arue question. Each succeeding question (category and point value) will' 
be selected' by the last paneiist giving a correct answer. 

S. StCvV.s Tecrcsent57-=g a-categorxvard ooirt^va-ue (such as B-?) should be blocked out with an 
"x" cn the blackboard or an cri^erhead transparency to keep the students informed of the 
ren jining categories and Dcint va'ue questions. If a bulletin board or pegboard are used, cards 
fry each ca:r~0'v and oc:n: vaLe m^v b^i? removed as Ihey are se'ected by panelists. 

*Deve'Cpe~ ar^d recinted -/tr :he c-enr-Ission of -Barbar-^- J, W^ik^e 
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: , ® :0 " ' i \ \ i 

.L_^ I . : ' i : ^ : ■ -i i i 

0 10 20 30 40 50 40 30 20 10 0 

Participants 

2 Teams 111 players each) - 1 Referee 1 Scorekeeper 1 Timer 



Preparation 

Develoo 5 sets of questions \n varyirr^ degrees cf cifficu^tv. For example, questions for 10 yards 
should be the least difficult and questions for 50 yarcls should be the mast difficult. A special 
**3onus"' set of questions should be c^repareS for the extra touchdown point. 

D^aw a football diagram similar to t:^e one shown ab-ove on tne chaiK.bcard. overhead nrojector, 
or bulletin bo^rd. Divide the Crass mto tw^ teams. Have each team select their qjarterback 
{■=11-. Ask each player to assume a o-osition fo*^ his team on the front line ( — 1-7\ as a haltnack 
{=^S-9l or as the fuUback (-10;, 



•Developed and repainted with thre oermlssion cf Nliss Barbara J, Wilwe 
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Directions 

Ti cum to Sfr vvJitch t»;jrT'. \\\\\ ber^.v the .pme tron> the cornor 50 v.^rd line. The (lu.n terlxjck 
:-*t; v\iM'ir'(; tl'.:» tof.s (iec kIos hov'> Tany y.^rtis Ins teaiit vvii! try to gain. In each 

^■<.^Ci r^^^^■:\ r-l.iv tf t' oujru-rb.ick uii" alwjvs decujo the nuniber of yards his Xi\m vviil attempt. 

= t n tr:« .;Li,:rtt?rt)jcK fuis seirct*-\i tfH' t^umber of yards !o be jlt^.-nv^ted, th>e refer<^e draws the 
Tv^: u.r,: -^i^:^' st.:^:^ f^f (.|L;-<.rions Tlx- end (Pi.^yer ^ If wouUi iimw^-^r the (Question. If he 
s "rci, Mjs ie,::r earr^s :he nu::^;>er of \i}^c> .Mien^iUed. if the rur^^Der of yards gained is 50, 
uoiji-.: Cjm j tojchdoar, 6 :KMn:s, M the nuniber of vards earned was less than 50, 
rias t-e opiiortL^nitv to atte-^^nt -r^c^e yards. The oua'^terback would Jhen select the 
10 jtie^^^;.):. cn,: tti- '>:\\ ;iLiyer. p^- left ta^^^Je Jpiaye- :r2l would answer the 
ti..t">^--a'\ A :ea i- :^\3V ca^-tmui^ u.:'-:po v.:':js by ,inswerinq ouestioPs ufith a touchdov .1 

'* -r on ofv-nsAc ' - L:'^-:>:es^' c^ir^iot .^T''Svver' Itjs c:uestiOr"i ' correctly, his 

o:^iK<:'^^: r\:,-rf or^ tt\e Oc-'ers'w 'eji^^ :':av " n;^;rcc::t" -iod .answer the LUiCstion. :he defensive 
'5 car-^^ct .:0\. jrxt'S "i fa^ -^.i-nber cf vjrus tow.ad t'^;e;r yoal nne for a touchdown. 

e\..--; 'e P\:,r' ~] a-jv 'r.ra- ilef: hjif ct the abcne diag'a:rj, cou'd not answer a 

u,..'s: *o' 30 v^rov o:.;;'OS'n,; i^arvt^* wo, ad bv the rjah: enci on t'^e\ie^ens}ve t^?!i!^\ Player 
a:- w'^a-^ If P;j.a' .:7 ::,j^ecrv ,aisa.^a's tiv ^:;;est)on bis ie.a-^ wou'd tht?n become 

*^ ■ :'■;■■"^;.e -At-.., a .^:T\:a:c*; 3Q v.ads. 

:'"^e -afe-^sJxe :)\t.e'- r^e to:eao;ng ex^n-a.»^^. P;.:,er -71 fc;l> in h;s cittempt to 
■■•t-^aeaa iau-:*:^: b.:C-. on r*!e c-fn^n-; ve rean^ ciesi^nate any other player on his 

t-.ari to ansi-,er the cue^: or. tnoT o;^vt:- :s correct, tf^e team earns the nTTrr^ber of yards 
.::tem::!-%1. If be r^ot .correct, --^e tean: oses the ball The defensive team wou'd then become 
T-e o'fen?ive :ej and bogm u^iay at t^e 50 vara ?ne. " 

Each o^'?ens:ve p:a>-er has 3G seconds -n v\'^fch to answer his question. If he fails to gfyc any^ 
answer w::r.:n 20 seconds, ias te^m ;$ nena^red for "delay of action/' The team would" be 

he does not give any resrcrse. h;5 team is penalized fo^^ ^'holding" and the offensive team 
vvoald advance 10 yards. 

/vhen a team scores a tooc^cow^ rcr six pdm-ts. it may earn -vtra pa;nt by answ-ering a 
tc*'u$ cro'rsSon. The oaarterb^cv -ay select any ^Mave^', inclading himself to ansi-'/er the question 
^-^e tcatm. the o:aver is cc-ec:. the team earns tne extra point. If the oiayer is incorrect, 
t^^eial^y :s ended, i he o*her tea-^ .voald f-en assiame offens!ve plav at The 50 yard lir^e. 

E y-. oL^rter o^ the ga-^e ?s o a'vea f:- ten mmotc^s. At the end"of tne oaarter, olav stons and no 
ooi-'ts ^•^v' b^^ earned b. t^e o'^ersi-.e tea^^. Tbe next ci.irter is becon by ^be other team 
-:t t-e 50 .^-c l-^e. 



Controller 

Often cjHed the co'^ptrolier, directs the financial Affairs of an org-r.ilzation. usually a very 
larye operation 

Estjb'ishes majOr econo.-^^.ic pol»cses and objoctivt^s for a company 

Directs and prepares fmanciai revo-is on budgets, governnnent reports, Tmuncial forecasts, 
income, expenses, and earnings 

Credit Authorizer 

A::.;;,ro\.es crec.i anounis for custoner Jo^n applications or renewals 

Verifies cred;: st^incinq of the customer for credit reports 

Re^-eVvS crt'C: r^forr^i^tion ;n deter i-m n:ng the a*T^oun: of credit extended 

Credit Investigator 

Checks pas: s^ory and Ci.;-:"ePt stati.s of oersoTis and businesses an:Mv:*"-g tor credit: reviev\^ 
"'^^orn^^'Vcr ijrovided custor^er 

IntcTijews by ohone c ;n oerscn cedit references, neighbors, employers and trade associa 
lib'^s :o obt^i'" •.:^*orrr:a*■o''. about the custorr^er 

E\a!^a:es nis findings and submits a reocrt to the loan authorizer or to the authonrer of the 
corrpa*iy 

Credit interviewer 

Greets customers and determines the financial need ^ 

Obtains basic credit n-ifomaJon concerning en?.ploynnenT and financial stanjs, personal and 
""cin-iiiv information, credit references, etc. 

^e.-ieu-s aDcl:c3:ions and mav verify ccnaii information before turning the application over 
to the aoorocricte mvestigato'^ or authorizer 

Charge Authorfzer 

Apprc\.es or c:sa::::Toves ronsume-s' applications for charge accounts or additional Durchases 
ro established charge accounts 

^ev:e\vs credit infc^r^^at-on in detcm'^inc cred't limits and extensions 
\'e'i*'''es credit standing ai'^d prepares crec-t reports for charge customers 

...... r: 
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Credit and Collection Manager 

Manages credit and collection departrnent of commercial house, department store, hotel, or 
similar establishment 

Investigates financial standing and reputation of prospective customers applying for credit 

Reviews and evaluates results of investigations to reject credit application or to establish 
credit limitations on customer accounts , 

Supervises collection of bad accounts and worthless checks 

Makes up collection notes to customers 

Keeps records of collections 

May submit delinquent accounts to agency or attorney for collection 



Financial Analyst 

interprets data concerning investments, their price, yield, stability, and future trends, 
accoTdlng to daily stock and bond reports, firiancial periodicals, securities manuals, and 
personal interviews 

Constructs charts and graphs concerning investments 

Summarizes data setting forth current and long term trends in investment risks and 
measurable economic influences pertinent to status of investments 

May perform research and make analyses relative to losses and adverse financial trends and 
suggest remedial measures 



May transmit buy and selTcrders to broker based on securities analysis^' 

Finance Manager 

Establishes and ^naintams relationships with customers, artd with business, service, and civic 
organizations to aromote goodwill and develoD rtew business 

Supervises accojntinc and reporting functions and establishes operating policies and pro- 
cedures 

D:rects custody and control of assets, records, coiiateral, and securities held by companies 
Approves or declines lines of credit on company loans 
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Bank 'Cashier 

I. Directs bank's monetary programs, transactions, and s^^rurity measures in accordance with 
banking principle and legislation 

2- Coordinates program activities and evaluates operating practices to insure efficient operations 

3- Oversees "receipt disbursement, and expenditure of money 

4. Signs documents approving or affecting monetary transactions 
5- Directs safekeeping and control of assets and securities 

6. Approves loans and participates as member of committees concerned with loaning and 
customer service functions 

7. Directs accounting for assets, and maintains specified legal cash reserve 

8 Reviews financj'a! and operating statements, and presents reports and recommendations to 
bank officials or board committees 

9. IV'aintains financial and community business affiliations to broaden bank's services and 
dexeicp new business ' » 

Teller 

1. Recedes and oays out money, and keeps records of money and negotiable instruments 
involved in various bank transactions 

2. Receives checks and cash for deposit, verifies amounts, and exam.ines checks for endorsements 

3. Enters oenosits in depositors' bankbooks or issues receipts 

4. Cashes checks and oays out n-ionFv^~porrf rrtf^^ balances' 

5. P-aces holds on accounts for uncollected funds 

6. Orders Supply of cash to meet daily neects. ccjnts incomir^ cash^ and oVepares cash for 

sniprr-ent 

7. \iav comcute serw.'ce charges, file checks, and accept utility biil payments 
8- \'cy chctograph records using microfilming dev=ce 

9, Vay operate va^rous office machines 

10. Vav sei"; domestic exchange, travelers checks, and savings bonds 

II. Vav open new accounts and compute i^iteresT and discounts 
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Trust Officer • 

1. Adn-Jinisters private, corporate, and probate trusts 

2. Exjnimes or drafts trust agreement to insure compliance with legal requirements and terms 
crejtmi^ trust ' . ' 

3. Locates, inventories atui evaluates assets of probated accounts 

4. Directs reaii^at«on of assets, liquidation liabilities, payment of bills, preparation of Federal 
arid State tax returns, and collection of earnmgs 

5. Vav invest trust funds 
6 rw\:v administer escro'v\^ 

7: Vav act as transfer agent irj securities trust transactions 

Loan Officer 

1. Ev.rir'^ires and evalw^ates appltcaiions ^or lines of credit, instaUmen: credit, or commercial, rea: 
estate, and consumer loans, and authorizes or recommends tiicir apprx^va! 

2. Reviews loan application for completeness' 

3. Anolyzes applicant's 'mancial status,'* credit, and oroperry evaluation to determine feasibility 
of orantinc loan request 

4. Corresponds with oi-'^jntery, ievvs applicant or creditors to resolve questions regarcfmg application 

5. Approves loan withtn specified limits or refers loan to loan comoany for approval 

6. Comoietes :oan agreement on accepted loans 

7. Mav handle fcedosure proceedings 

S. "w'av >inalv::e potential loan markets to develop prospects for loans 

9. Tway buy ~ar^ se^'^^-t^jfr^-^^ or real estate by negotiating terms of transaction bM 

cau^ng uo requis^e docLmenrs — — _____ 

Ftoor Representative 

r Bu yS ^ind se is securities on the floor of the stock exchange fcir nr-:^kfr'r 

2. Analyzes m-ar-ket conc:ir»ons and trends and inform.s the broker of buy-sell orices on stocks 

3. \c:i*'es b^'oker m^arke: chonc»e5 or purchases w'hich affect h:s custome'^s' accounts and 
make 'ecommendat:ons accordingly 

2 U) 



Securities Broker 

Directs securities i ivestment and couriselmg ser\Mce for individuals and businesses 

Studies f^aancial background and future trends of stocks and bonds, and advises businesses 
and customers regarding investments 

Transmits buy-and sell oraers to floor representatives as d'rected. and recommends purchase, 
retention, or sale of issues 

Establishes and- maintains relationships with custone^s,- and v.tth business, service, and ciiMc 
organizatjons to promote goodwill and develop new business 

Supervises account and reporting functions and establishes operating policies and procedures 
.Directs custody and control of assets, records. coMatera', and securities 

Trust-Vault Cierk \ 

Receives anj dei;vers securities ^nto and fron*: trust ^ault and records security transactions 

Opens combinations on cabinets m \^ault 

Examines securities depos'ted for safekeeping, verj*v;ng aescnptions and ssgnaiures. and files 
securities according to custoji^ers* names anc 3Cco^nX "umbers 

Records securities transactions mcL'dtng purchase^, e^ichanges. and stock sp'^its to m.imtain-. 
contro: of customers' accounts 

Releases 5ecur;t;es from \.aL;tt upon autncized reauest - - 

Acts as ban-v's agent tn obserx'ing bank auditors w^en checking secunfTes in va^^lt 
Vav evamire coaatera' to insure cc^formJry with "oan specifications ^ 

Credit Manager 

Vanages credit department for businesses v±^zh extenc credit to othe^ businesses. Usually 
wor^s for an mdustTia!, storage, or transportation firm, 

investfgates f:nanc:a! standing crd^reputa*!On of orc$Dect;ve cjstomers aoplving.for credit 

Review and e^-aiuates results o- inv'est=gation3 to reject cec*: aoor^cation c to estatjlis^ 
credit !^m:ttations on customer accounts " / 

Suoeu-ises couection of bad accounts and v.orih^ess checks 
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5. Makes up collection notes to customers 

6. Kee;>$ records of coMections 

7. \"jy SLibmit delinquent accounts to agency or attorney for collection 

Loan Closer 

1. Prc'pares pj-^ers and d?se:rb!es ao^uments to obtain- loans for builders to finance new 
ccnstruction ' — * 

2\Forvvards cr;.^ljC3tions ^or \odn^ consKuction plans, and credit rating^' to loan company for 

3. R-;ctM>«es aoprovc! o- company and orders preliminary title reports and covenants 

4. D'ir.vs lio dosing napers shoeing fLnancial trc^nsactions, conditions, and restrictions upon 
\\n^c^ 'sc-e is bcsed 

5. nt'ce-ds deeds with title compcrv and r^-unicipai authorities 

6. '/.i> d^dw potet>. tr^s: deeds ana agreements, and obtain Signatures 

■ BLink President 

1. t:st::L)'^shrs a-^.d rr^a;pt.i:ns relationships uith customers, ard with business, ser\'ice. and^ivic 
organ iz^tjcps to promote goodvvijl ana develop nev\ business 

2. S-irervisrS accounting and reporting functions and establishes operating policies and procedures 
o. D'rects custocy' and contro' cf asf^ets. records. coUaterai, and securities held by companies 

4. A:r.^roves or '-■-■^CMnes lines of credit, and corr^mercia!, reai estate, anti consumer loans 

5. D'-ecrs personner^gaged ,n trust -act i\. it res, such as serJing estates, administering trusts, and" 

nrrrcrm.-pg ager-cj" f^octtons fa-- ^nci^- ^duals 

Res! Estate Apfw-atser 

Ar:;^.^ises r^oved or i.:z'—-rcx^Q -eai nrocerty to de:erm»,'ne \s value ^or ojn:has€, sa^e,^ 
;^v-?stme^t, -^^ortgice. oan r«urijOses 

2. in:rr-.--fr'A5 prrsor^s ^ami'ia" iv-tp ;'7^operty a^d r,'\kes me^-sure'^ents 

2. '-:-:^ec*s r^ortrrv ccnsr^cfo-^. ro^d'tion, and functional design . ^ 
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4. .Computes depreciation and reproduction costs 

5. Considers location and trends or impending changes that could influence future value of 
property .. ^ 

6. Searches public records, of sales, leases, assessments, and other transactions 

7. Compiles data and estimates vdlue of property 

8. Submits report to corroborate value established 

Real Estate Salesman . \ 

1. Rents, buys and sells property for clients on commission bas»s 

2. Studies property listings to become farniliar -with properties for sale ' * 

3. Reviews trade, journals to keep iiUormed of marketing conditions and property values 

4. IntCiviews prospective clients to solicit listings 

5. Accompanies prospects to property jites, quotes purchase price, and discusses conditions of 
sale or terms of lease ' • . ' 

6. Draws up real estate contracts such as ^eeds, leases, and mortgages and negotiates loans in 
property 

Property Rental Agent 

1. .Negotiates contracts for leasing arenas, audi'toriums, and stadiums 

2. Solicits new business and renews established contracts to promote ren^^a) of buildings 

3. Maintains schedule of rentals to determine availability of buildings for bookings 

4. Oversees operation and maintenance of buildings 

5. Notifies fire and police departments of scheduled use of buildings to provide protection 

6. Studies reports to ascertain time lessee used building and if damaqe was incurred to building 
or contents 

7. Submits bills and receives and accounts for monies paid for rentals 
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Finjfico involves the supplvinn of funds necessary for the f)erforniunce of rnurketing functions 
by a business or orrjjniZjtior;, ,>s v^ell js for f)urchases of goods and services by consumers 

?. TIh.-- foilovving nurketing service industries specialize in finance: 

! wi. Banks - cornniercidl, savings, savings and loans, credit unions 

' t) Firidnce C'.-'^if)jnies consumer and sales 

' c. Stock Exchji'.gp and Bfof^^vrjge Firms * 

d. Mortgage, Insur .'xc^ :-.-d ) r. v. t.. riefU ComDanles 

3. Ail bt'b'Messes anrJ orgjni/alion:, ^^ngage in some financial activities. Some of the types of 
businesses which are involved in ruimorous finance activities either to fund their purchases or 
extend credit to tlieir custodiers are: 

a. Retail Stores def^ortment, variety, discount, specialty, etc. 

b. Wnf^lesdlors- -jobbers, distributors, general wholesalers, etc. 

\ c. Marketing Services hiotels, restaurants, transportation, etc. 
I d. Producers - manufacturers, refineries, farmers, fishing fleets 

♦V Finance includes many ser^'ices offer^^o to consumers and businesses" 

i 

a. L()jns~ \ou^ and shtort. personal arid commercial 

b. Chtxkin(j'~x^^u\\xx and special, personal and business 

(.. S.H/^w/s-pcissbook and ceriffic"ates . ■ 

(J. lnvestnH}ins-~%\ozV.^, bonds, land 

e. Trusts, EstJles, Wills 

f. Sjfekvcpf'ng of vjlujblf?s 

g. Crexlit purchases insiiiWrMU'M, open, revolving 

5. Although there are many finance careers available, the following are ones which are more 
t.equently found m the fotloiving kinds of businesses. Some of the jobs listed occur in more 
tfian one business. For example, a credit mter^/iewer miglit be found in any business that 
extends credit for loans or purcfiases. 

6 Although insurance is often regarded as a financi,'^l institution, the careers in insurance are not 
inclucied since the business primarily centers around protection from risks. Careers in 
insurance will be discussed in the following unit, "Risks in Marketing.'^ 

7. Although many financial career personnel in various businesses may perform similar tasks, 
some -of tht3 career titles will vary. A good example of this would be an authorizer. If the 
person works for a retailer, n^arketing service industry, or wholesaler, his job title is a Charge 
''Authorizer. If he works for a financial institution, he wouhd be known as a Credit Authorizer. 
The manager may be a credit manager, credit and control manager, finance manager, or 
president. ^ ^ ' 
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Rf.Md edch of the job descriptions given below. Decide which of the career titles listed ji tfie 
bottom of the pjye is exf)lciined and write its career title in the blank to ihe lei't of \is 
dti?scri[nion. 



1. 



Approves loans for applicants of a finance cornixiny. 



2. Represents securities brokers on stock exchange floor. 

3. Handles bank receipts and pays out money for checkiny, 
savings, and loans. 

4. Okays a nounts of credit purchases by customers in a 
retail store. 

5. Assists clients jr. the buying, selling, or trading of stocks. 

6. Controls and organizes all activities with a bank. 

7. Reviews credit information and application with loan 
applicant. 

8. Receives, examines, and delivers securities deposited for 
safekeeping. 

9. Inspects and determines dollar values of property. 

10. Oversees all credit accounts for a wliolesaler. 

11. Directs all monetary programs and transactions within a 
bank. 

12. Handles paperwork necessary to complete a properly sale. 

13. * Checks credit information on a loan application to a 

finance company. 

14. Examines, evaluates, and approves credit applications for 
a bank loan. 



15. Rents, buys, and sells property for clients. 



Real Estate Closer 



Real Estate Agent 
Loan Officer 



Securities Broker 



Controller 



Charge Authorizer 
Teller 

Floor Representative 
Credit Authorizer 



Cr*^dit Manager 
-R^al-t-^tate -Appraiser 
Trust Vc-ult Clerk 



Credit Investigator 
Credit Interviewer 



President 
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RISK RECALL 

.Unscramble each of the following letter groups to reveal risk careers in insurance. 

1. LAESS GANET 

2. DEILF PREVERTIESTEAN 

3. DINENEPDETN NAGTE 

4. SINRUNACE REBORK 

5. CHANRBGANEMAR 

6. DUNWERTRIRE 

7. LOPCIYREWITR 

8. KRIS NOCLUSANTT 

9. RAMEIN ASCPEITSIL 

10. C E I N S R U A N M E A N E X I R 

11. NIURSCEAN ROCODIRATON 

12. VALSOR GATEN 

13. PILYOC HE C, RECK 

14. SMACIL DAJESTUR 

15. B E S^S N U I S D U A T I 0 R 

16. CILMASNYALSAT 

17. MERMIUP LERCK 

18. SORLAV REAINTE 



Clues 

The word AGENT is used in three of the career titles. 
The word INSURANCE is used in three of the career titles. 
The word POLIO is used in two of the career titles. 
The word CLAIMS is used in two of the career titles. 
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Unscramble each of the following letter groups lo reveal risk careers in insurance. 



1. 


L 


AESS GANET 


SALES AGENT 


2. 


D 


EILF PREVERTIESTEAN 


FIELD REPRESENTATIVE 


3 


D 


INENE^PDETN NAGTE 


INDEPENDt.NT A1ENT 


4. 


S 


INRUNACE REBORK 


INSURANCE BROKER 


5. 


C 


HA NRBGANEMAR 


BRANCH MANAGER 


6. 


D 


U N VV E R T R 1 R E 


UNDERWRITER 


7. 


L 


OPCIY REWITR 


POLICY WRITER 


8. 


K 


RIS NOCLUSANTT 


^ ISK CONSULTANT 


9. 


R 


AMEIN ASCPEITSIL 


MARINE SPECIALIST 


1 u. 


^ 




INSURANCE EXAMINER 


1 1. 




lURSCEAN ROCODIRATON 


INSURANCE COORDINATOR 


12. 


V 


ALSOR GATEN 


SALVOR AGENT 


13. 


P 


ILYOCHECREC.K 


POLICY CHECKER 


14. • 


s 


MACIL DAJESTUR 


CLAIMS ADJUSTER 


15. 


B 


ESSiNiUIS DUATIOR 


BUSINESS AUDITOR 


16. 


C 


ILMAS NYALSAT 


CLAIMS ANALYST 


17. 


M 


ERMIUP LERCK 


PREMIUM CLERK 


18. 


S 


ORLAV REAINTE 


SALVOR TRAINEE 



Oues 

Tne word AGENT is used in three of the career titles. 
The word INSURANCE is used in three of the career titles. 
The word POLICY is used in two of the career titles. 
The word CLAIMS is used in two of the career titles. 
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PERSONAL POSSESSIONS PACKAGE 



^^2 



In the co!ufiin$ belo'.v, make a list of your personal possessions under the given headings. If there 
ore not efiouyh spjces under jny heading, include those ten items which you value mcst because 
of (jollar vaiuc^ or personal value. 



\ 


Clotinng 




Aci.e^ii^iOriof., 


\ 


Cosmetic'Hodlth Aids 




















■ ^- ■ - ' - ~ 




- - • - 



\ 


E auj:)menl 




Music/Books/Af I 




Miscellanr'ous 




. . • .1 ... 
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INVESTIGATING RISK CAREERS IN INSURANCE 



^53 



Listesj below are some clues about a number of marketing risk careers in the field of insurance. 
Study edch set of clues and see if you can guess wfiich marketing risk career is identified. A list 
of possible ifiSurancir careers is found below to help you in yoiir investigation. 



fr)Surjf}co Career Titles 



Premium Ra(e? Clerk 
Branch Manager 
Salvor Agent 
Broker 
Exaininor 

Field Representative 
Policy Checker 



Underwriter 



Policy Writer 
Insurance Coordinator 
Claims Analyst 
Claims Adjuster 
Estate Planner 
Independent Agent 
Sales Agent 



Clue^ ^or losuraoce dreefs 



CL LIES insurance r7ian: 

1. Purchases insurance coverage for a client 
to get best f)r6l( :tion 

2. Acts as an agent for the client m dealing 
with many insurance compuntes to obtain 
best coverage 

3. Performs usual duties of a sales agent in 
determining customer's nv.eds and ex- 
plainmg policies 

CAREER- 



CLUES an msurance boss, he: 

1. Supervises all company personnel within a 
district or region 

2. Coordinates all selling, policy processing 
and collections, and claims activities in his 
area 

3. Provides information to company execu- 
tives for management considerations and 
decisions 

CAREER 



CLUES ' lh\s insurance settler: 

1. Investigates policy claims for losses or 
da mages 

2. Talks or writes to person making the claim 
and witnesses 

3. Consults hospitals and inspects damaged 
pj^operty to figure loss 

4. Prepares final accident or loss reports and 
makes a settlement with the claimant, if 
jjossible 

CAREER- 



CLULS -This insurance researcher: 

1. Works for life and health msurance com- 
panies' home offices 

2. Is responsible for the prompt payment of 
insurance benefits 

3. Checks medical bills and lost income totals 
on health claims 

4. Verifies death claims on life insurance 
policies 

5. Gives data to claims adjuster 
CAREER- 
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CLUES~^s a home office worker, he: 

1 . Verifies accuracy of insurance records 

2. Compares corfiputations on premium paid, 
interest, and dividencls 

3. Verifies data on apphcations and policies, 
such as age, name and address, principal 
sums, and value of property 

4. .Proofreads printed material concerning in- 

surance programs 

premiums due, and se.tlement surrender or 
loan values, using calculating machine 

6. Verifies accuracy of data punched on 
tabulating cards using venfying machine 

7. May train new employees 

.» ^ 
CAREER 


CLUES-Jh\s insurance businessman: 

1. Sells insurance to clicints, acting as a 
company agent 

2. Often represents PiOre than one insurance 
compan f 

3. Recp'ii.nends amount and type of cover- 
age based on enalysis of prospect's circum- 
stances 

4. Compiles lists of prospective clients to 
provide leads most likely to produce addi- 
tional business 

5. Contacts prospects to persuade them to 
purchase policy 

6. Explains features of policies offered 

7. Calculates rates to be applied to policy for 
each prospect using rate books 

CAREER-- 


CLUES~Jhh insurance man: 

1. Sells insurance to new and present clients 
as a compariy employee 

2. Recommends amount and type of cover- 
age based on analysis of prospect's circum- 
stances 

3. Compiles lists of prospective clients to 
provide leads most likely to produce addi- 
tional business 

4. Contacts prospects to persuade them to 
purchase policy 

5- Explains features of policies offered 

6. Calculates rates to be applied to policy for 
each prospect using rate books 

7, May collect weekly or monthly premium 
from policyholders and keep record of 
payment 

CAREER- 


CLUES-/KS an insurance supervisor, he: 

1. Is assigned to a specific territory 

2. Makes regular calls on each agent in his 
territory who handles his company's in- 
surance 

3. Instructs the agents about new types of • 
insurance and changes in old types 

4. Helps agents find new business and assists 
them in examining theii clients' insurance 
programs to make sure the clients have the 
right kind of coverage in sufficient 
amounts 

5. Encourages agents to conduct vigorous 
sales campaigns 

6. Conducts in-service educational programs 
in which agents are instructed about devel- 
opments in insurance and sales methods 

CAREER- 
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CLUES-Th\s insurance analyst: 

1. Reviews assets and liabilities of an estate 
to determine that insurance is for financial 
protection of estate 

2. Studies legal instruments, such as wills, 
trusts, business agreements, life insurance 
policies, and government benefits to esti 
mate value and expenses of estate 

3. Computes expenses, taxes, and debts to 
determine value of adjusted gross estate 

4. Prepares and discusses insurance program 
with client that will provide maximum 
financial security for family and protect 
investments 

5. Suggests purchase of additional or new life 
insurance when analysis of estate indicates 
need for meeting cash demands at death 

6. Discusses legal instruments with tamily 
attorney if study indicates need for change 

CAREER- 


CLUES-Th\s insurance professional: 

1 . Reviews individual applications for in- 
surance to evaluate degree of risk involved 
and accepts applications, following com- 
pany's underwriting policies 

2. Examines such docunnents as application 
forr?i, inspection report, insurance maps, 
and medical reports to determine degree of 
risk from such factors as applicant's fi- 
nancial standing, age, occupation, accident 
experience, and valae and condition of real 
property 

3. Reviews company records to ascertain 
amount of insurance in force on single risk 
or group of closely related risks, and 
evaluates possibility of losses due to catas- 
trophe or excessive insurance 

4. Declines risks which are too excessive to 
obligate company 

5. Dictates correspondence for field repre- 
sentatives, medical personnel, and other 
insurance or inspection companies to, ob- 
tain further information, quote rates, or 
explain company's underwriting policies 

6. When risk is excessive, authorizes reinsur- 
ance, or when risk is substandard, limits 
company's obligation by decreasing value 
of policy, specifying applicable endorse- 
ments, or applying rating to insure safe 
and profitable distribution of risks, using 
rate books, tables, code books, and other 
reference material 

CAREER"- 


CLUES-The insurance man: 

1. Receives information concerning damaged 
property from the claims adjuster 

2. Inspects the damaged merchandise which 
company has acquired from a settled claim 

3. Contacts dealers for the sale or disposal of 
the damaged goods ki^own as salvage 

CAREER-- 
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CLUES~-Jh\s gove''nment ern|»loyOc: 

1. Evdluates policyholder compljints and 
conformity of insurance companies and 
agents with standards of Slate regulatory 
corrrnission to recommend punitive action 
and authorize insurance or revocation of 
licenses 

2. Reviews records and documents submitted 
hy insurance comj^anies, field investiga 
to >, and complaining parties to determine 
contpiiance vvitl: f)rescribed standards 

3. lnfr?Tviews complainants and com[)any rep- 
resenidtives to determine validity of 
complaints 

4. Recommends- initial or additional investi 
gallon where evidence of fraud, misrofire- 
brntation, overcharging, or pther irregulari- 
ties exist 

13 Reviews cfl>fnmission files to verify accredi- 
talion of companies and agents 

G. fit ::or!imends legal or admmisiralive action 
for irregularities uncovered by investiga 
tion 

7. AuthoM/ed license issuance, renewal, or 
susiienson of companies and agents on 
basts of endings 

a. M.^y audit records and accounts of conv 
f.)anies and agenls to determine compliance 
with prescribed actounhng procedures 



CLUES~Jh\s insurance person: 

1. Obtains new policy from company policy 
writer 

2. Reviews f)olicy for limits and types of 
coverage 

3. Consults rate tal)le'> to determine premium 
CAREER - 



CAREER 



CLUES This insurance author: 

1. Receives apfiroved insurance risk informa 
lion from underwriter 

2. Consults various policy forrtiati; nnd cov 
e rages 

3. Applies information gathered to prepare 
Ifie insurance f)olicy 

CAREER 



CLUES -Jhi^ businessman: 

1. Works for a business or industry other 
than an ^nsurarice company 

2. Secures personal insurance Coverage for 
company personnel 

3. Obtains business ipsurance coverage for 
ihe company property and personnel 

4. Serves as a liaison betvyecn the bu^inc^ss 
! and tlie insurance company for claims, 
j premiums, etc. 

I 

CAREER- 



_1 
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QUIZ SHOW 
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GAME ACTIVITY 
(Large Group) 



Based on "Hollvwood Squares" TV Show* 








9 - Panelists repr'*senting each square 


1 


2 


3 


2 -- Contestants (x .and o) to start 








1 - Moderator 


4 


5 


6 


1 - Scorekeeper 








2 - Judges 


7 


8 


9 



3 - Aulhcrilies (make up questions) 

- Additional contestants (remaining students) 

- All students submit 10 questions each 

Directions 

1. EaCli panelist represents one of the nine squares. 

2. Authorities prefiare final copies of questions and answers, 

3. Judges and moderator receive copies of the questions and answers. 

4. Two contestants are selected to represent x and o 

5. Gan'ie is begun by flipping a coin to determine which contestant receives the first question. 
Each succeeding game is begun by the winner of the previous game. 

6. r^yioderator asks the contestant which panelist (representing a square) he wants to answer the 
question. Moderator reads the question to the designated panelist "'ho responds wiin an 
answer. The contestant must then decide whether or not the panelisi has given a correct 
answer. If the contestant is correct in agreeing or disagreeing, he receives his "\" or "o" in 
the appropriate square. 

7. If the contestant is incorrect in evaluating his selected panelist's answer, his opponent earns 
the square. The third "x" or "o" however, must be earned by a contestant to win the. game 
and not by an incorrect answer of his opponent. 

8. A contestant wins a game by securing three "x's" or "o's" \n a row, across, down, or 
diagonally or five "x's" or "o's" if three in a row cannot be obtained. 

9. The winner continues another game. The loser is replaced by a new contestamt. 



*Developed by ar.d repiinted with the permission of Barbara J. Wilk' ; 
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RISK REWARDS ' #55 

Arthur Grover, Personnel Director of All American Insurance Company, has just been notified 
lhat he may distribute Christmas bonuses to employees in the home office and two ne^jrby 
offices. He has been told to reward them according to their importance to the company. All 
personnel, whether salaried or independent, in the same job classification will receive the same 
bonus. 

Mr. Xjfover can allocate the following amounts to these numbers of positions: 

1 position = SlOO 2 positions = S75 2 positions = S60- 3 positions = S50 

3 positions = S35 3 positions = S25 2 positions = S15 1 position = $10 

If you were Mr. Grover, what Christmas bonus amount would you give each of the following 
insurance personnel according to their importance to the company? 

Christmas Bonus Amount Risk Career Title of Insurance Company Personnel 

, 1. Branch Office Manager 

, 2. Home Office Sales Agents 

3. Independent Insurance Agnets 

4. Insurance Brokers ^ ' 

^ 5. IrwJiJs.trJal Insurance Coordinator 

. ; 6. Bu\m^s Consultant for Insurance 

7. Matine Insurance Specialist 

8, Home Office Underwriters 

9. Field Representative 

10. Salvor Agent 

^ 11. Policy Writer, 

, 12, Claims Adjbstenj 

13. Business Auditor 

14. Policy Checkers 

. 15. Premium Clerks 

16. Claims Analyst 

17. Salvor Agent's Trainee 
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MERCHANDISE MANAGEMENT DECISIONS 



#56 



For each of the businesses or industries listed below, name at least three kinds of gocds the 
business would need to buy and give at least five selfirrg activities in which each would be 
engaged. ^ 



Type of Business/Industry 


Goods to Buy 


Selling Activities 


Wholesaler- Health & Beauty Aids 






Manufacturer- Hardware Supplies 




- 


Trucking Cornpdny-General Merchandise 


— 


/ 


> 

Insurance Contpany-Property & Liability 

*- ' 
Retail Department Store 


\ 








Orange Grove Producer 

** 
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MARKETING MANAGEMENT 
"Getting It- Together!" 



r57 



You hdve now tockcd at the eight, major functions involved in marketing. You fidve seen 
how they all work separately and Vet are connected. The connecting iforce is marketing 
management. ManacerTient establishes the goals of the business; plans what to do, when ».u do it, 
jS woII as how and by whom 'it will be doric; otitHnes work procedures; and sets up controls to 
make certain thai the work is done cprrectly. 




From thjs illustration you can see that marketing management, tho coordinator of the 
marketing functions, takes place in each of the eight marketing functions. * 

Management U ' es place wherever people work together. It. is not that people require 
supervision, but the efforts of people need to be directed along certain lines or patterns 
with certain contrjls. The person who manages may be called the boss, supervisor, director, 
president, or foreman. A form of management exists at school with the principal as the persen in 
charge and the teachers as the people working under him. 

The management of a business is not a simple job. In a small retail store each of the eight 
marketing functions may be performed, by one or two persons. In a larger store, however, each 
or these functions may be performed by a different department. It is the job of the manager to 
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be sure that each person in charge knows what he is supposed to be doing and does it correctly. 
This is known as the "directing" function. 

The manciger is responsible for determining the objectives oftlie business and the means by 
which they can be accomplished. This function ;s called "planning." After the pl^ns are 
established, he must then decide what responsfbiltties go with these activities and assign those 
responsibilities to specific people. This is known as "organizing." After setting up the .objectives 
and assigning trie responstbthties, the manager needs to ch.eck on the progress being m.de. 
"Controlling" is measuring the amount of progress toward the objective or objectives and taking 
appropriate action if adjustments are necessary. 

The n-.arketing manager^ then, is responsible fo'' coordinjtmg all of the business resources by 
p[:'inning, organizing. ^directing, and controlling all of the activities and personnel to meet the 
goais of the business. Management is the process ot coorctnatma t'^ese resources to achieve the 
go3L> set for* the business or organi2ation. 

rv'jn%' career opportunities are available in marketing rran.jjement throughout the channels 
of distri^bution. As you can see from tne iist be-ow. there are a 'A'de range of titles. These are 
just samples of the m.any that ex^st. Can you identify the kind of business with which each of 
them is associated. Are ihere any differences m the degrees of responsibility, thar these peof^le 
have^ 



Innkeeper 
Store "v'lanager 
F^fsliion Buyer 



Executive Secreta'-y 
Starlonm^Ster 
Bank Cashier 



/ 



/ 



'•^ualiCfty Director 
Divis'jon Supe^^m tender t 
Stand^TQs Analyst 
Warehouse Superv isor 



Contract Administrator 
Corporate President 
Gift Shop Pronrietor 
Viarkeiing Research DirecTO'' 



MaatiZ-ne. Editor- 
Corporate President 
Dock Boss 

Pwl.i-ketjnq Research Ana!", st 
F'ori^^t 

Busmess Brcker 

-\ e wsDc pe r Editor' 

S3*es Promotion D 'ectcr 

Deoartment Store Manager 

Loa- Cff-cer 

Seles i^'lanage'' 



Grading Foreman 
A'rport Suf^rintendent 
Term/ma! Superw'sor 
Asscciation Adm.ini$trator 
Traffic ^'anage^ ' 
Sookm.aker 
FjSTiion CoordiratO'' 
Industrial Econom.is* 
Branch Office Foreman 
Me^chardise Fv'anager 
Dealer Recruiter 
CeDartm.:'r: ^lanaae^ 
F;e d Rep^ese^:at!\-e 
C^ed-* and Cort'Oi iw'.-iaoe' 



Pac^.t^;: Sunercisor 
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The management careers listed can actually be divided into three career levels: executive, 
mid- management or supervisory, and specialist An executive manager is a person responsible for 
major decisions within a business or organization to coordinate and direct its activities. He mny 
be the only executive manager of a business, as in the cases of small store managers, innkeepers 
of smaller motels, or a local warehouse supervisor. He may share this responsibility, A corporate 
or bank president is supported by other officers such as a bank cashier, executive vice-presidents, 
and a comptroller or treasurer. Each of these peo^e accept major roles in their organization to 
make decisions, organize and control activities, etc. 

r 

The mid-management level, often referred to as the supervisory level of management, 
involves the coordination of activities for a smaller, more specific area of the business. Usually, 
this IS a department or division. Examples of mid management positions include a dock boss, 
packing supervisor, grading foreman, field representative, and a department manager within a 
^arge store. 

The specialist in marketing management is a highly-trained, knowledgeable person whc 
provides valuable information and makes nmportant decisions affecting the business. However, the 
primary importance of his career does not center around the actual supervision of people, 
dithouq*" he may be responsible for overseeing the activities of these employees. Some of the 
interesting specialist careers ;n nrarketing management include: the marketing research analyst, 
the fashion coordinator, the insurance underwriter, the buyer, and the industrial economist. Can 
you think of some others^ 

As you can see. if the m.anagement of a business fails, most likely the business will fail as 
well. In fact, the United States Small Business 'management Association recently stated that 92% 
of ali business or organizatton failures are a direct result of poor management! 

How does a person get into management? There are several ways. One is referred to as 
"coming up through the ranks." This statement simply means staaing at an entry level pos'tion 
and with hard worW advancing to department manager or store manager. 

Another method of entering management is through special training. Many stores take 
promising young people who are interested in marketing management and place them in the 
stO'^e's management training programs. These young people are often directly out of a high 
school or vocational school Distributive Education program. 

You may also get a two or a four year college degree in marketing or management which 
win quality you for many supervisory or specialist positions in marketing management With 
expedience, you could become an executive. 

Some of the more important traits and characteristics of a competent manager are: h?s 
ability vo organize people and the jobs they are to carry out, understand people and their 
feelings, be aware of business trends, have an open-m^ind to new problems, be able to make a 
decision and stick to it. if proven wrong, be ab-e to admit it and make the necessary 

adjustrr.ents. 

23i 
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A Management Summary 

To help you organize your management information, here is a brief oven/iew of what we 
have just learned about management: 

1. Management is the process of coordinating e»l resources in order to achieve the goals set 
by a business or industry. 

2- The marketing manager coordinates all business resources by planning, organizing, 
directing, and controlling all activities ta meet the goals of the business or organization. 

3- The activities which a marketing manager performs may be grouped into four major 
functional areas: 

a. Planning involves determining ^vhat procedures will accomplish the goals set for the 
business. 

b. Organuing includes deciding how the procedures can best be implemented to ach eve 
success for the fi'rm. 

c. Directing is the process of leading and guiding personnel within the business to reach 
the gc^ls of the business. 

d. ControUing involves supervision of performance according to the established standards 
in order to meet the stated goals. 

4. Management careers may be classified by one of three career levels: 

a. Executives are responsible for decisions coordinating all marketing activities within a 
business or organization. 

b- Mid-Management involves super\'ision of activities within a specific department or 
division of a business or industry. 

c. Specialists include highly trained, knowledgeable personnel who provide vital informa- 
tion directiy to top management of a firm. 

5. Examples of different nnanagement lexel careers are: 

a. Fxecar/Ve— corporation president, department store manager, innkeeper 

b. Mid-\'!jndgemenz-^\^% manager, department manager, warehouse supervisor 

c. Speciaiist-rrsarkevriq research analyst, buyer, fashion coordinator 

6. The eight major marketing functions or £<::;vities may be performed by one person in a 
business or by many oeopie. 

7. Without proper nnanagement. a business or organization has very little chance of success, 

8. People who \.vant to become managers may choose one of several methods, depending 

upon the field of marketing: 

Wor^c hrs or her way up Th'-ough The ranks beginning at any entry level job. 

Enter a training program after^ completing a high school or vocational Distributi\'e 
Education orogram as preparation. 

Obtain a two or four year col/ege degree in marketing or manaoerrrent. 
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MARKETING MANAGEMENT QUESTIONNAIRE ^57 

A manager is responsible tor 6o\ng the work necessary for the business to survive. 

True False 

Marketing managefnent takes place in each of the other marketing functions. 

True Faise 

Some form management takes place ;v>!enver people work together 

True False 

Etght marketing fLinctions cannot be performed by a single person. 

True False 

The effeciiveness of the management has no effect on :he success of the business. 

True False 

The only way To get into management is to get a college degree. 

True False 

T^e marketing activity that connects the functions of buying, selling, mr.rket research, 
standardization, transportation, r^sk, storage, and finance is the <:oordinator called marketing 



is the determining of the objectives of the business bnd 

the means by which tye will be accomiplished. 

When you decide on the responsibiSities cf the business and assign these responsibilities, you 

are the business. 

is the orocess of measuring the amount of progress toward 



the objectives and taking any action necessary to speed this progress; it is the supervision of 
performiance. 

The p'-ocess of CL-idinc cr ieading the company personnel so that they understand their 
responsibilities 'n reaching the coals of the business is the management function of 



The three career ievels of marketing management found in business are: 
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MARKETING MANAGEMENT DECISIONS GAME 



Preparation 

After the students have had some contact witii the eight functions of marketing, divide the room 
into nine general areas. Tape or streamers may be used and signs may be mc^de to show what 
process of marketing w»ll be performed by the people in each area: MARKETING RESEARCH, 
STA\DARDIZATI0N, BUYING, SELLING, STORAGE, TRANSPORTATION, FINANCe' 
RISK, ana MANAGEMENT. Pictures may be placed around the room to show what might go on 
in a particular d^^partment. 

Go through the jOb profile cards to subtract extra cards and make sure there are equal numbers 
for each department. Another sign may be put up to show the name of the business. Altow the 
students to choose a name- for the busmess and decide what proJuct or service the business will 
handle. A possible name for the business is Sharpe, Anders Wholesale Drug Distributors. Since 
some values ciarif jcarion questions will come \nxo the activity, tKe drug supply company can 
brtpg out some very interesting questions. 



Directions 

At:Gr a or ef ai>cu$SiOn of what vv;ll take place, shuffle the job profile cards and let each student 
C:V-^o>e. wii'-o;,! see-ng ire uMtten nrofWe. a card from your hand or deal them out face down, 
one :o e^cn s:udert. As :he students fmd where they are to go. have them move to that area 

£jch grojp wi:; 5^sv^•e^ certain questions and rr^ake certain decisions as if they were in a general 
busness meex-.r.z cren to all ennpioyees. Guesttons may be added by the teacher, bu: basically, 
they should '^ciude specific problems which cou'd be encountered. The teacher w;ll begin ask:nc^ 
qure^tjcris wh^ch cea: witn genera' knoi^. iedge of the functions of marketing. Then he may let one 
c*' tt^e students t^ke o^-er as moderator of tne business meeting^-probably the president of the 
co-T-:p^nv. 



Questions 

T'^e objective of this game ^s to accuaint the students with the e?ght functions of marketing and 
the types dec-sions management in business m.ay have to handie. 

Questions W'~ich can be asked or nosed. 
Genera: Teacher questions: 

tVh:ch of these grcijcs w^ii be resDO-nsibie for letting people knew about our company and 
tts oroducts? 

^ vVh.^ch of these croucs w-ll be responsible for d-v^ng our merchandise around and storing i: 
unti- it is needed by our custor^e-ers'* 

Wh-ch group will make decisions 'to ra:S5 pay or work on Saturday afternoon or m.ak:ng 
sure everyone's job gets done^ 
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Which group will gather information so that the marketing management team can make 
good decisions? 

Which of these groups w'ill make sure people see and buy our products? 
Which of these groups will order goods so we have a product to sell? 

Wh.ch group will be responsible for insuring the quality of our prouucts before they are 
distributed"^ 

Which gorup will safely stock our produced goods until vve need to ship them? 
Which grouD wiM pian our money so \\e can meet al! expenses? 

VVn«cri group will install safety measures and obtain insurance for the business and its 

employees^ 

Whtch group direct and control all the personnel and activities to insure an organized 
busmess 6peration^ 

For each of the questions above, additional questions- can be asked regarding qualifications 
needed for each type of marketing function: 

What type of personalities would these people need to do well in the job? 

What kinds of things might they do in their daily work? 

What kinds of things might these people work with? 

How much education wtDuid they need? 

-^■*5tions that can be dealt with by the management. Probably the teacher will need to pose the 

The labor union has called a strike for 12 o'clock toninht Aii those who are not »r. 
marketing management or heads of their departments are membe'^s ihe labor union, Tne 
workers want better working conditions and a raise in pay of ^O-:" a^ nor. Work so.n:?'hino 
cut, 

ras been found tra; two people have to be let go. because mere has been a slump in th-3 
economy. Have each qroup go through the profile cards to oetermine which person from 
rhtf- g-'cur col'-c be ie- 50. Then the managing department can decide w^o they wou'd let 
go. 

O-r pe^so-^ ^^-om each gro-p can be sent to a national convention dealing with his area in 
the company. Choose the persc»n who could bring back the most information and the 
company could get alone without for two weeks this year. Use the same process as above. 
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As a drug manufacturing compa-iy, hos come to your attention that some of your stock 
hjs been getting out of the con.pany and being sold as illegal drugs. Oieck to see where 
that could be happening and then see \A'hat you as a company c^n do to v. .ate a better 
tmage and help with the illegal drug situation. 

Recently, one of your truck driver?, Randall Hopper, was killed m an accident. It was 
found that he had no insurance and the money has family gets from the company will not 
halfway cover expenses. His w^fe does not have a jOb or a good skill so that she can get a 
job. She also has three very small children. Some people m tne cornnany, particuia-^ly in 
Transportation, feel that something should be done to help h.is fam!v '^""d that t^ie 
com»pany should provide more insurance tor its workers in more hazardous jobs. 

>? " - ■ 

Job Profile Cards 

Develop sets of job profile cards for each of the marketing functional creo'', as we- as for 
management, for a total of nine d f^erent sets. Students m..v be recruited to assist in the 
prepa'-ation of these. Some soecific examples are shown beiow to assist you. A roaster for the 
nme sets has been attached for ycu to duplicate. Perhaps, you may want to g-ve each student 
one sheet of cards for reinforcement, as well as "fo^ mvo'vemcnt purposes. 



TRANSPORTATION 


BUYING 


r^iarne: Sam Hopkins 


Name: Greg Fields 


Job: Truck Draer 


Job: 0;v. Merch3nc:se Manage*- 


Age: 20 


Age: 41 - 


Ecucatfon: 


Education: 2 vrs, |r college 


Years VVitn Co.: T > 


Years \Vt:h Co.: 10 


Word Record: seems to be working h5'"G. 


Work Record: wor^s very hard. 


Persooak arrested during Ms first ve3' 


Personal: ^ery nervous 


ot college for possession of drugs 


Chain smjokes 


Family: wife. 1 month old child 


Family: wife a'coho^ic/ one 




chi!.i is in home for n^entally ret-rced 
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MARKETING RESEARCH 


STANDARDIZATION & 
GRADING 


SELLING & PROMOTION 


Name: 

Job; 

Aae* 

Education: 
Years With Co.: 
Work Record: 


Name: 

Job; 

Age; 

Education: 
Years With Co • 
Work Record: 


Name: 
Job: 

Education: 

Yp^rc With C^n - 

Work Record: 


Personal: 


Personal: 


Personal: 


ramily: 


Family: 


Family: 


FINANCE 


Risk 


STORAGE 


Name: 

Job: 

Aqe: 

Education: 
Years With Co.: 
Work Record: 


Name- 
Job; 
Age: 

Education: 
Years With Co.: 
Work Record: 


Name: 
Job: 

Anp* 

Education: 
Years With Co.: 
Work Record: 


Personal: 


Persor./: 


Personal: 


Family: 


Family 


Family: 


TRANSPQITATION 


BUYING 


MANAGEMENT 


\ame: 

Job: 

Age: 

Education: 
Years With Co.: 
Work Record: 


Name 

Job: 

Age: 

Edu«::ati;.- 
Years U^iti .-j^. 
Work Record* 


Name: 

Job: 
Aoe: 

Education: 
Years With Co,: 
Work Record: 


Personal: ! 


Pe-Sv^nr. • 


Personal: 


. .. 1 

Fannuy: j 


Fam^' , 


Family: 



24 c 



CLASSIFYING CAREERS 



^60 



Executives include those who direct and control an entire? business. The Specialists are very 
knowl^dgeoDle, highly-trained marketers who provide important information to management and 
n^ake imor.tant decisions affecting the business. The mid managenent position is responsible for 
supervising employees and activities for one segment of the business. An employee is one who is 
not involved m decis on-making or supervisory duties. 

Listed below are fifteen marketinQ occupations. For each of the jobs listed, check the career 
Itvel of the position held. 





Executive 


Specialist 


Vid Management 


Enipioyee ! 


Fashion Buyer 










Warehouse Superintendent 




















Innkeeper 










Research Analyst 










Station Vlcster 










Department Tvlanager 










Stock rr^cH 










Corporation President 










Display Trimmer 










Radio Announcer 










General Manager 










Bellboy 










Underwriter 










Ad Hiustrator 
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THE MARKETING SCEf^SE ^ 

V 

1.*1dentifv each of the ■live major cornponents \\\ the most frequently used charjnel of 
.distribution by drawing ;3 picture of -each and labehng eath ih the blank provided. Be sure 
they are ?n the correct order to show the flow of goods anji services. 

1. ^ 2. ^ . 3._ 

5. 

4. ; ■ _ _ ^ 

2- Rsdd each of the marketn.'g descr'ptrons below ar^d decide which term is explained^. Place that^ 
marketing term irs ?ne correct blanks of the puzzit on tn^ next page, 

1. acts as a mi'ddleman in distributing goods between the producer and the retails^ 
2- may be a m^anjfacturer, converter, or an extractor ^mining or agrivcuiture) 

3. seMs goods directly to the individual consumer; may buy goods directly from the manu- 
fact'jrer or oroducer, from a wholesaler, or *rom a special agent 

4. one who purchases goods ar:d serv-ices for use, not for resale 

5. ira'clves the gathering of information so'^that m.arketing managers can m>ke sound 
decisions and solve marketing problems - 

6- suop^it^s a business with the necessary materials needed for its use o^ rescle to ^^nother 
business c consumers 

7, includes a!l the activities ;n\'o!vec in acquiring ar;c distributing goods and uer\'ices for 
processing, bjsmess use, or personal consumption 

8- are possibilities of financia' Joss to people or property^by unforeseen or uncontrollable 
factors 

9» provides the time and space necessary to nouse merchandise until it is needed for 
industrial purposes or distribution to consumers . - 

10- (l^«is with funds necessary for business operations and customer purchases 

1^ the process of assisting or pursuadinc a custo^mer to make a *vise buying decision through 
persc-nal contact or sa'es* promotion m^aieriais 

12. buy from and se^i to manufacturers, wrioiesalers, and retai/ers, as w^ll as to consumers 

13. sen-'es as a coordinator for a'l marketing 3ctK-ities 

14. orovrces the service of phvs'C^Ly micving property and peopTe from one location to 
another 

15. involves sett^r^g values or Tm'ts *or the gooes and sery'ces as A'e!! as the ir^spection and 
iabe'mg to check ccnfonmity 
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THE MARKETING SURVEY 



1. Write euch of the components in the channels of distribution in the correct order to show the 
most frequently used channel for goods. 



2. For each of the descriptions below, identify the correct marketing term and write the term in 
the appropriate blank. 

1. acts as 3 middleman in distributing goods between the producer and the 



ret< Ucr. 



?. may be a manufacturer, converter, or an extractor (mir)ing or agriculture}. 

3. sells goods directly to the individual consumer, may buy goods directly 

from the manufacturer or producer, from a wholesaler, or from a special agent. 

. 4. one vAiO purchases goods and services for use, not for resale. 

5. involves the gathering of information so that marketing managers can mah? 



sound decisions and solve marketing problems. 

. 6. supplies a business with the necessary materials needed for its- use or resale 

to another business or consumers. 

7. includes all the activities involved in acquiring and distributing goods and 



services for processing, ousirK^s use, or personal consumption. 

8. are possibilities of financial loss tq people or property by unforeseen or 



uncontrollable factors. 

9. provides the time and space necessary to house merchandise until it is 

needed for industrial purposes or distribution to consumers. 

: 10. deals with funds necessary for business operations and customer purchases. 

. 11. the process of assisting or purruading a customer to make a '..^ buying 

decision through personal contact or sales promotion materials. 



_12. buy from and seM to manufacturers, wholesalers, and retailers, as well os to 



consumers. 

13. serves as a coordinator for all marketing activities. 

14. provides the service of physically moving property and people from one 



location to another. 



J 5. involves setting values or limits for the goods and services, as well as the 



inspection and labeling to check conformity. 

Label each- of the marketing businesses below as a proc^'jcer, wholes;.^ler, retailer, or m.!rketing. 
service. 

1. Cattle Ranch " 6. Hamjurger Stand 

2. Department Store 7. Auto Parts Jobber 

3. Real Estate Agency i 8. Hobby Shop 

4. Manufacturer 9". Fishing Fleet 

5. Automobile Dealer 10. Movie Theatre 



Decide which marketing activity is described in each of the situations below. Write the term 
in the blank provided. 

1. Sally interviewed customers at the store entrance. 

'. 2. Mark checked the boxes for broken china. 

3. Sheila ordered ten new styles for the store. 

4. Doug helped his customer" find the right size shirt. ' 

^ : 5. Charlene calculated the rate for shipping the tractors. 

6. Ted checked the rows of toys stocked in the storeroom. 

7. Melanje was gambling that the records would sell before the bill 

was due. 

8. As the comptroller, Phil estimated the money needed to finance 

the new business expansion. 

9. Nell decided to place a full page ad in Sunday's newspaper. 

— ^ _ 10. Ed called a meeting to talk to all of his employees about the 

new policies he had just established. 
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THE MARKETING RESEARCH SCENE 



1. Read each of the marketing research descriptions of careers and methods that are given below 
and place the correct word or words in the blank to the left. 

- _ 1. Conducts surveys with a direct, face-to-face contact 

. 2. Survey involving the study of people by watching them 

— 3. Conducts experiments with models of marketing situations 

_ 4. Survey in^ ' ing talking to individuals face-to-face 

.. . 5. Talks to people on the phone to gather necessary mformation, 

P Survey of a group of people for an extended period of time 

7. Coordinates and administers all research personnel 

8. Study of the effects or changes on a marketing scale model 

9. Studies and interprets all {reformation that is gathered 

10- Survey in which phones are used to obtain the necessary data 

- - 11. Serves as a consultant about general business conditions 

- - 12. Survey in which sheets are mailed to people and returned 

2. Study each of the marketing research situations described below. Identify which research 
method is being used and what career(s) are mentioned in it. 

1. Mdrk visited ten teenagers' homes to find out if they drove to school. 

2. Marsha called on the phone and asked twenty people if they ate pizza. 

3. Chad compiled the totals fronVthe sheet$ that the postman delivered. 
. 4. Sheila studied and interpreted the data received from group reports. 

i. jake watched the customers as they selected fruits from the counters. 

Method Used ^ Career(s) Mentioned 

1. 
2. 
3. 
4 
5. 



THE MARKETING RESEARCH SURVEY 



Reud ejch of thu marketing research descriptions of careers and methods that are given below 
dnd p(£ice the correct word or words in the blank to the left. 

- _ 1. Surveys of a group of people for an extended period of time 

2. Talks to people on the phone to gather necessary information 

3. Survey involving talking to individuals face to-face 

4. Conducts experiments with models of marketing situations 

5. Study which involves the watching of people 

6. Conducts surveys with a direct, face-to- face contact 

7. Survey in which sheets are mailed to people and returned 

8. Serves as a consultant about general business conditions 

9- Survey in which phones are used to obtain the necessary data 

. , 10. Studies and interprets all information that is gathered 

11- Study of the effects or changes on a marketing scale model 
12. Coordinates and administers all research personnel 

Study each of the marketing research situations described below. Identify which research 
method is being used and what career(s) arc mentioned in it. 

1. D.'ve wcitchfjJ t(.e customers as they selected cheese from the counters. 

2. Dottie studied and interpreted the data received from group responses. 

3. Judd compiled the totals from the sheets that came in the mail. 

4. Debbie called on the phone ^nd asked twenty people if they ate candy. 

5. Clem visited ten teenagers' homes to find out if they had a job. 

Method Used Career(s) Mentioned 

1. 



THE STANDARDIZATION SCENE 



1. Inside the circle below are twenty marketing careers. Decide which ten of them are involved 
with the standardization function. Write their career titles in the blanks under the circle. 




1. 




•6. 


2. 




7. 


3. 




8. 


4. 




9. 


5. 




10. 



ERIC 



2. In the puzzle? below are blocks for the titles of ten standardization careers. Read each of the 
career descriptions at the bottom of the page and place its title in the numbered space of the 
puzzle. 







1 






1 














1 










1 


1 1 


2 - 














4 


5 
































6 
























8 


9 
















10 


















7 
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1. government inspector for health, safety, and welfare. 

2. supervises sorting and classifyihg of comrnodities. 

3. coordinates manufacturing/marketing activities tor product standards. 

4. inspects utilities or transportation meters to determine if the correct amount ol usage has 
been recorded. 

5. supervises development and enforcement of standards. 

6. government or consuner agerfcy inspector for quality. 

7. compares product to ; tandards in performance. 

8. checks products and procedures throughout the distribution process for weights, sizes, etc. 

9. reviews forms or records agamst actual quantities distributed. 
10. tastes, smells, feels, or obser/es selected nortions nr pxpimnloq 



THE STANDARDIZATION SURVEY 



1. Listed below are twenty careers in marketing. Circle those ten which are careers in the 
function of standardization. 



Sdliesman 
Inspector 
Buyer 

Bank Teller 
Examiner 
Meter Checker 
Purchasmg Agent 
Grader 

Booking Agent 

Quality Control Manager 



Product Tester 
Interviewer 
Sampler 
Fashion Model 
Standards Analyst 
Front Desk Clerk 
Comparison Shopper: 
Field Agent 
Sales Promoter 
Compliance Investigator 



2- Read each of the career descriptions given below and supply the correct job title in the blank 
provided. 

- coordinates manufacturing/marketing activities for 



product standards. 



2. 
3. 
4. 



distributed. 



bution process for weights, sizes, etc. 



supervises development and enforcement of standards, 
compares product to standards in performance' 
reviews forms or records against actual Quantities 

- checks products and procedures throughout thedistri- 



6. 
7. 

8 
9 



examples. 



- sorts and classifies commodities for distribution. 

- tastes, smells, fees, or observes selected portions or 

- government or consumer a^eticy inspector for quality. 

- inspects utilities or transportation meters to determine 



if the correct amount of usage has been recorded. 
10. _^ government inspector for health, safety, and welfare. 



THE BUYING SCENE 

Match the buying decision or career with its explanation by placing the letter next to each 
description in the blank to the left of the career decision that it explains. 



r Time and Space Buyer 

2. Purchasing Manager 

3. Distributor 

4. Broker 
6. Trainee 

6. Assembler 

7. Comparison Shopper 

8. Purchase-Price Analyst 

9. Importer 

10. Buyer 

11. Resident Buyer 

12. Purchasing Steward 

13. Dealer 

14. Purchasing Agent 

15. Merchandise Manager 
^6. Booking Agent 



A. Buys used/damaged goods for resale/recycle 

B. Supervises all merchandising activities 

C. Buys from a producer and acts as his agent 

D. Buys for resale to retailers or consumers 

E. Buys small lots and resells in large lots 

F. Investigates competitor's merchandise 

G. Provides stock information to buyers 

H. Buys foreign goods for resale to businesses 
Studies price trends and production 
Buys food and beverages for restaurants 
Buys dry goods and apparel for retailers 
Purchases advertising for business use 
Buys goods for industrial operation 
Secures attractions for entertainment 

0. Buys for resale to any business or consumer 
P. Supervises industrial/government buying 



1. 
J. 

K. 
L. 

M 
N. 



17. Where to Buy 

18. When to Buy 

19. How Much to Buy 

20. What to Buy 



Q. Quantities of rnercha.'^dise to purchase 

R. 8<?3t sources and iocaticns to buy goods 

S. Selection of merchsr)dise to purchase 

T. B«st time to purchase and receive goods 



9:^ 3 



Decide which buying career is involved in each of the situations below. Wr ^ the career title 
under the correct column at the bottom of the page to show where ( : career is found 
according to the given situation. Place the nunnber of the situation in the ' xe to the ieft of 
the career title. Two blanks will not be used. 



1. Jane went to New York to purchase appliances for her company's chain of stores. 

2. Mel negotiated prime time on tv for promoting the company's newly-produced toy. 

3. Peter signed up four new performers and had signs made for his dinner theatre. 

4. Sonny met with all of his buyers to determine what their retail customers were interested 
in having them supply for quick delivery in December. 

5. Roger gathered his records together after finally completing his buying plan of raw 
materials that his company would need to produce "Battles." 

6. Lucy visited three competing gift shops to see what itemv were stocked. 

7. Jason ordered ten cases of coke and four cases of gingerale for his restaurant's opening. 

8. John reviewed his inventory and sales records to see which suntan lotions were requested 
and distributed most last summer to drug stores that his company served, so that they 

. would have the best-selling brands in stock. 

9. Peggy is working to become a buyer for her department store by keeping an eye open for 
fast and slow moving items, so that she can assist her buyer and assistant buyer in 
making good decisions. 

10. Charles has just returned from a trip to Italy and France where he bought novelty and 
gift items to resell to wholesalers and retailers. 



Manufacturer 



Wholesaler 



Retailer 



Services 



BUYING UNiT SURVEY 



Mjtch' tlu* buying clfxiston or cjree^ 
description m the blijnk to the left of 

1. Booking Agent 

2. Merchandise Manager 

3. P jrchasincj Agent 

4. Dealer 

5. Purctiasiny Steward 

6. Resident Buy^'r 
1. Buyer 

8. Importer 

9. Purcf;ase Pf ice Analyst 
10. Comparison Shouper 
11 AssefTibler 

12. Trainee 

13. Broker 

14. Distr/outor 

15. Purchasing Manager 
1G. Tmn? and Space Buyer 

17. What to Buy 

18. How Much to Buy 

19. When to Buy 

20. Where to Buy 



With Its explanation bv placing the letter next to each 
tl;e career decision that it explains. 

A. Supervises industrial/government buying 

3. Buys for resale to any business or consumer 

C. Secures attractions for entertainment 

D. Buys goods for industrial operation 

E. Purchases advertising for business use 

F. Buys dry goods and apparel for retai'er^^ 

G. Buys food and beverages for restauri^nts 

H. Studies price trends and production 

i. Buys foreign goods for resale to businesses 

J. Provides stock informr*ion to buyers 

K. Investigates competitor's merchandise 

L. Buys small lots and resells in large lots 

M. Buys for resale to retailers or consumers 

^. Buys from a producer and acts as his agent 

0. Supervises all merchandising activities 

P. Buys used/damaged goods for a^'/recycle 

Q. Best time to purchase and • ?ceive gooCo 

R. Selection of merchdndise to purchase 

S. Best sources and location':^ to buy gc -> 

T. QL-iriOiities of merchandise to purchase 



Study each buying situation described below and identify the buying career involved by 
u\^r\nn its job title under the CAREERS COLUMN next to that situatioVs numb<?r. Decide 
ufiich business or industry the career is, found and place an "M" for manufacturer, "W" for 
wholesaler, "R" for retailer, and "S" for marketing services in the BUSINESS COLUMN next 
to the correct number. 

1. Li?a went to New Yprk to [)urcf)ase sportswear for her conipany's chain of stores. 

2. Ted fvjgotiated prime time on tv for promoting tlie company's newly-produced car. 

3. Dcivid signed up four new performers and had signs made for his night clut). 

4. Chuck met with all of his buyers to determine what their retail custodiers were interested in 
tiavmg them supply for quick delivery in December. 

5. Rubin gathered his records together after finally completing his buying plan of raw mctenais 
th.dt his company would need to f)roduce "Jiggles." 

6. Gdil visiteu tt)ree competing gift shops to see what items were stocked. 

7. JCition ordered ten cases of coke and four cases of root beer for his hotel. 

8. Cfiad reviewed his inventory and sa!es records to see which suntan lotions were requested 
and distributed most last summer to drug stores that his company served, so that they 
wc/ul(J have the best selling brands in stock. 

9 "<r^rry is working to become a buyer for her department store by keeping an eye 0})en for 
fast and siow moving items, so that she can assist her buyer e^nd assistant buyer in making 
good decisiofis. 

10 iVIiciiael has just returned from a trip to JSp^n cMid Mexico where he bought novelty and gift 
iterrs to resell to wholesalers and retailers. 

dreurs Colufrin Business Columt) 

1. 

2. ' / . ' " ' • 

3r- . ■ " ' " 

" " ' ' ~ ■ ■ 

5. . ' , _ ] ^ ' ' * • " 

7.. ' ' ^ ^ ' ■■ ■ 



THF SELLING SCENE 



1. Listed below are sixteen personal beli.ng careers in which you might work. To the right of the 
careers list are the four major business t:ompcnents in the channels of distribution. Decide 
which business employs each of th.; g,v/er careers and draw a line from the career to the 
appropriate business. Remember, in some cases the personal selling career may be found in 
more than one of the bus-nesfes and you will draw more than one line. 



Personal Selling Careers 



Business Componenti^ 



Business Agent 
Front Desk Clerk 
Detail Salesman 
Salesclerk 
Demonstrator 
Industrial Salesman 
Convention Manager 
Manufacturer's Rep 
Service Station Attendant 
Cashier 
Bellman 
Sales Manager 
Outside Salesman 
Advertising Solicitor 
Missionary Salesman 
Ticket Agent 



Producers 



Wholesalers 



Retailers 



Marketing Services 



Clue: You should draw a total of 24 lines from careers to businesses! 



2. Read each of the nonpersonal selling career descriptions given below. When you have decided 
the correct job title, place it in the numbered spaces you find below for each of the twelve 
descriptions. 

.1. . : 

2. - . ■ 

3. [ . 

4. ^. 

5. J 

6. ; . 

7. ' 

6. • 

9. 

10. : ; 

11. 

12. „ 

1. Gives information to audiences about people, places, events on radio and tv 

2. Prepares original copy for printed ad )r ra'dio script 

3. Creates a picture cr sketch for a product or service in an advertisement 

4. Assembles all the parts of an ad into an attractive, appealing design 

5. Compares final copy with finished printed copy of an ad or article 

6. Gathers information about events or happenings and writes a news release 

7. Plans and coordinates promotionaJ campaigns using special techniques 

8. Creates and plans rr.erchandise displays on the drawing board 

9. Arranges merchandise and props into an attractive display v 

10. Adds b'ck drops, floor coverings, and accessories to the displays 

11. Plans and conducts programs to create goodwill for businesses, orgari/i^tions, and 
institutions 

12. Provides information concerning a person or group's activities through news releases, 
interviews, and scheduling public appearances 



Given below are job descriptions of twenty sellino careers. For each job description, write the 

correct career title in the space provided and*T5^t a "P" for personal or an "N" for 
nonpersonal to shov; whether or not direct contact with customers is involved. 

Selling dreer Title "P/'/V" Selling Career Title "P/A/" 



1. , 


^11. 


2. 


12. 


3. . 


13. 


4. 


14. 


5. 


■ 15. 


6. • , 


16. 




* 


7. 


17. 


8. 1_ 


18. 


9. 


)9. 


10 _ : 


20. 



Selling Job Descriptions * 

1. Represents en{ertainers in selling their taients to theatres, motion picture studios, and- 
other entertainment or amusement centers 

2. Coordinates activities of food and beverage workers within a restaurant for its dining 
room, cocktail lounge, and banquet facilities 

3. Sells advertising space or cime to a business for a newspaper, magazine, radio or television 
station, or other advertising media agencies 

4. Provides service to motor vehicles ior customers by selling gasoline, oils, tires, accessories 
and g^ves added assistance by washing windows and checking water, oil, tires, etc. 

5. Registers and assigns guests lo their hotel or motel roorr.s issues room key:^, . nd keeps 
room records, in handling sales for a^otel or motel 

6. Handles exchange or money in cash or credit for pu'Cf>ases of goo^ir. or '/^^vicas by 
customers for retailers or marketing service industries 

■* • 

7. Provides audiences with information about People, places, products, and events on radio 
and television, arwell as in theatres or other entertainnient or amuT,emep* centers 



8. Obtains information about a product or service and the advertising sponsor and prepares 
Ihe original copy for a printed ad or the written script for radio, television, or other • 
audio advertising means 

9, Creates a picture or design to favorably show a product or sen/ice described in the copy 
of an advertisement 

10. Assembles al! the parts of an advertisement into an eye-catching, attractive design 

11. Gathers information about special e'vents ^r'd happenings and prepares nem releases for 
radio, television, and newspapers 

12. Employed by a manufacturer, wholesaler, or retauer to show a product m use to groups 
of prospective customers 

13. Aids the wholesaler by inventorying a supermarket's supply of non-food items, replen- 
ishing the stock, and arranging displays 

14. H\re6 by a retail stce to assist marrv customers, often for frequently bought items or 
iower-priced goods 

.15. Sells a manufacturer's goods to wholesalers and retailers for resale to consumers 

-f6T--Fo!!ows up 5 "jjiui.ecf or industrial saiesfrTah to take an inventory of the stock and write 
the necessary orders 

17. Plans and coordinates special promotioral carrpaigns L-sing techniques, such :> im:}les. 
contests, stamps, coupons, eta 

IS- Arranges the merchandise and props into an attractive disolay as created by the designer 

19. Adds the back drops, floor coverings, and otner display accessories ird.-cated by the 
display man 

20. Organizes information concerning a person o*' group's act'.vities, prepares news releases, 
gives interview's, plans for public gatherings and otherwise acts as a lia son be^A-een a 
person or group and the genera! nubile 
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THE SELLING SURV/EY 



Listed directly beiow are sixteen personal selling careers found throughout the channels of 
distribution. Underneath these selling careers are four columns rc-^'resenting each of the four 
major business components within the distribution channels. Decide which businesses employ 
each of the given careers and write the career title under the appropriate column heading(s). 
Remember, a job title might- be under all four columns, only one column, or two or three 
columns. Twenty-four the blanks provided should be filled. 



Personal Selling Careers 



Advertising Solicitor 



Rack Salesman 



Bellman 



Manufacturer's Rep 



Industrial Salesman 



Sales Manager 



Maitre d' 



Convention Manager 



issionary Salesm.an 



DertK^nstrator 



Cashier 



Outside Salesman 



.General Salesman 



Business Agent 



Salesclerk 



Front Desk Clerk 



2. Descriptions of twelve nonpersonal careers are given below. Underneath each of them are 
boxes in which you are to write the letters of the job title that is explained by each 
description. Not all of tte boxes under each description will be tised. in fact, only two of the 
descriptions h^^ve job titles that will use all of the boxes provided. 

V Plans and coordinates promotional campaigns using special techniques 



2. Creates aod plans merchandise displays on the drawing board 



3. Arranges nr.erchjndise and props into an attractive display 



^. Acds bock d^ops, fioor covering:^, and accessories to the displays 



^lans and conducts Drograms to create goodwill for businesses 



^ro'.i^i^s i ^■Q^matiQ - •r;,PCrr''^^PQ a particular person or group's activities through ne\-v*s 
:^::e'"^ iru-s, ^Tv- v.c'^-tau\^r.c nub: c arz-ecr-Ci-^.c^s 
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3- Read each of the twenty career descriptions given below and write its correct career title in 
the space provided Indicate whetner that career is personal or nonpersonal selling by 
checking "P" for personal or "N" for nonpersonal. 

Sef/ing Career Title ''P/N'" 

1. _____ 

2. _ ^ 

3. 1 '\ 

4. 

5. 

6. 

7. 

8. 

9- 

10- _ 

Selling Career Descriptions 

1- ForrOv\'S up a pioneer cr ^ndt- '^ial salesman to take an inventoVy of the stock and write 
the necessary orders. 

2. Plans and coordinates special promotional campaigns using techniques such as samples, 
contests, stamps, coupons, etc. 

3. Arranges the merchand se and props into an attractive display as Created by the designer 

4. Adds the hack drops, floor coverings, and other display accessories indicated by the 
display man 

5. Organises information concerning a person or group's activities, prepares news releases, 
g:ves interviews, plans for public gatherings and othen.vise acts as a liaison between a 
person group and the genera! public 

6. Represents enr^irtainers in seKing their ta;ents to theatres, motion picture studies, and 
other c^ntenainnnent or amusement centers 

7. Coordinates activities of food and beverage workers within a restaurant for its dining 
room,, cocktail lounge, anc banquet facihties 

26 i 



Selling Career Title "P/N" 
n. _ 

12. 

13. 

14. 

15. 

16. 

17. ^ 

18. 

19. _ 

20. 



272 



8. Sells advertising space or time n* a bi^siness for a newspaper, magazine, radio or television 
station, or other advertising meaia agencies 

9. Provides service to motor vehicles for customers by selling gasoline, oils, tires, and accessories 
and givec added assistance by washing windows and checking water, oil, tires, etc, 

10. Registers and assigns guests to their hotel or motel rooms, issues room keys, and keeps 
room records in handling sales for a hotel or motel 

11. Handles exchange or money in cash or credit for purchases of goods or services by. 
customers for retailers or marketing service industries 

12. Provides audiences with information about people, places, products, and events on radio 
and television, as well as in theatres or other antertainment or amusement centers 

13. Obtains information about a product or service and the advertising sponsor and prepares* 
the original copy for a printed ad or the written script for radio, television, or other 
audio advertising means 

14. Creates a picture or design to favorably show a product or service described in the copy 
of an advertisement 

15. Assembles all the parts of an advertisement into an eye-catching, attractive design 

16- Gathers information about special events and happenings and prepares news releases for 
radio, telex' ision, and newspapers 

17. E-^ployed by a manufacturer, -»\r:oresaier, or retailer to show a product in use to xjroups 
of prospective customers 

IS- Aids the wholesaler by ipventorying a supermarket's supply of non^food Items, replen- 
ishing the stock, and arranging displays 

19. Htrec by a luu-^i store to assist ma^v customers, often for frequently bought items or 
iov\*er-priced goods 

20. Se!;5 a m.anjfacturer's goods to uhoiesa'ers and retailers for resale to consumers 
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THE STORAGE SCENE 



1. Identify six major sea'ices provided by storage: 



• and 



and 



Name niYie careers which can be found m storage of goods: 

1. 4. 7. 

2- 5. " 8. 

3. 6. 9. 



Deca Distributors receaed ten sntpmrms ot recoras. These needed to be unloaded, labeled, 
stored on she'ves, sorted and shipped in various Quantities to local record shops and 
3eoc'^rr^er.x stores. Starting with -1. list storage careers in the order in which they vwuld be 



5. 


6. 












9. 











r. ece:v?n: 



Shippir: 
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THE STORAGE SURVEY 



1. List six major services of storage: 

1. . 4. 

2. , . 5. 

3. 6. 



Give nine career titles found in storage: 

^« 4. ' 7. 

2. 5. 8. 

3. e. 9. 



2- A truckioad of Christmas toys arrived <:t Ward's warehouse to be unloaded, priced, stored, 
and shipped to thirty ioca! retailers in thirty days, icientify ten careers That vYOuld be involved 
from the notice of the goods arriving until the tir^ie the gc^ds are shipped. Place ihem in the 
order in which tr.ey ^vou!d be involved f'^-^n the notice of the arrrv;ng goods, 

6. 



THE TRANSPORTATION SCENE 



Listed below are the five metht^ar jf transportation. Next to each method are two boxes. 
Identify two careers for each m3tr od by v\THing the career titles in the two to the right of 
each of the transportation method. 



Transportation Method Career Career 



AIRHNES 



HIGHWAYS 



PIPELINES 



RAILWAYS 



WATERWAY:* 




2. For each of ti>e ten job descriptions below, give the correct job title and name the 
transportation rnethod in which that career is found. 



Caret • 



Industry 



Career 



Industry 



\. 
2. 
3, 
4. 



6. 

8. 
9 

10. 



1. Supervises workers tn the vv^ter pipeline industry. 

2. Checks passengers tickets as they board the train. 

3. Loads and unloads luggage and boxes from buses, 

4. Coord-'naies activities tor goods geinc out of t^'ie co^int^v 

5. Greets Passengers as tney board the a rcraft. 

6. Locates rew oerson'^ei srv ; :2'zzc !T?.r'.C" ; : 

7. Suoe.Lises actait^es v.\::r. static^^. 
S. Checks on iocat;on of bjses in fansit. 

9. Hancies coordinci^on o* sr:;'::'s 3c:.v":ies ^c- C^rta '\ 

10. inspects t-ckets and assigns seats oe^o'e oassengers hoarc a d ar,e. 



ft. 
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THE TRANSPORTATION SURVEY 

1. Next to each of the transportation methods bflow, r-ame two careers that are found in each. 

Airlines _ „ _ ~ 

Waterways 

Sailrpads 

Highways .__ 

Pipeline 

e 

! , • ■ 

2. For each of the ten job cescripttons below, give the cof-rect job title and nanrte the 
transportation method in whkh that ca'^eer is found, 

C<:'eer Irai/srry Career U'fdusTry 

y ....^^ ^ 6. 

2. 7. 



4, _ 9_ 
5- _ la 



\ 



1. S^cervises workers >r. the water p^peW'^^e industPy', 

2. i-^scects tickets and assigns seats before passengers boerd a c:ane. 

3. Checks passengers' tickers as they boarc ttie train, 

^. H:.nd!es coordination o: 5h;o"s activities fcr Cantain, 

5. Loacs and un'oads :jgc3^e and boxes ^ron buses. 

5. Checks on location o* buses jn'trc'^s':. 

7. Coordinates activities *or roods going out o'' the country. 

E- S-r:'erv:ses acth.'ujes vv-th a tra-.^ station, 

9. Greets trassenge^s as they boir-c the aixraft. . " 

lOt Locates new pe^sc-nnei a*^c olace for oil stations. 
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THE FINANCIAL SCENE 



Each ot the boxes below contains a kind of business. See if you can identify three of the 
financial careers available in these businesses. Write the letters in the blanks pfovided. 




General ir. ?c?£./se 




Reaf Estate 



C^r Manufacturer 
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Z Study^ach job description below. Place the appropriate career title in the blanks provided to 
the left of the description. 



1. Approves loans for applicants of a finance company, 

2. Represents securities brokers on stock exchange loor. 

3. Handles bank receipts and pays out money for checking, savings, and loans, 

4. Okays amounts of credit purchases by customers in a retail store. 



5. Assists clients in the buying, selling, or trading of stocks, 

-5- Controls and organizes all activities with a banV. 

7. Reviews credit information and application with loan applicant. 

...... ^ S. Receives, examines, and dehvers securities deposited for safekeeping. 

. ^ 5- Inspects and dete^rrsin^s dollar values of property. 

"^0. Oversees a!i credit accounts for a wholesaler. 

_ Directs a!l mo-etary procrams and transactions within a bank, 

"^2. Hanc i:)aDerwork necessary/ to complete a property sale. 

"^3. Cr:ecks credit inforn^oticn on a loan appiicatror to a finance company. 

Examines, e-^ -iuates. and aporoves credit applications for a bank lean. 

^5. Rents, buys, and sal's property for citents. 



THE FINANCIAL SURVEY 



Listed, beicw are eight types of irjarkettng businesses, including financial institutions. 
Underneatl\each o^f them, name three financial careers which could be found within that 
busit^ess. ' * 



'jnce Company 



2. 
3 



Depjrtment Stor^? 



Credit Union 



3. 



1. 



J. 



Reac each or t^e jcb descrictfcs beiaw*^ and rlace *.he ngh* c-reer lit!e in the 
bcttc^. c* the 03Der. 

Rerts, b^ys, arrd ss^is r^ror>crr\' for clie^s. 

2 Excm:r£:v,, e\a'uate5,^and approves cred't apphcations *or a S>ank ioan. 

3. C'^ecKS cred .•nfo'-^iation on a loan aoDiication to a finarv^'^xcjrr-oanv. 

4; Hanc'es pape-^.^^rk necessary-:o conorete a prcpertv sale. 

5. Dire::s an ^o-^eta^y- programs and trarrsactio?*s vuthin a bank. 

I 



biank5 at the 



V 



6. Oversees ail credi- accounts for a wholesaler. 

7. :ns,:)ects and determines ':jollar value of property. 

8. Receives, exj-^ines. and delivers^sexunties deoosaed for safekeopmg. 

9. Reviews credit information and application with loan applicaot. 

10. Controls and organizes a'l activities witn a bans. 

1 1. Assists clients m the buying, selling, or Lrading oi slocks. 

"2. Okjys amounts of cred.t [Purchases by customers m a retail store. 

<3. Hjndit^s b.jnk r^-^cinptr, and' pays out money for checking, s^-^vings, and^o^ns. 

14. Re;,)n>bentb, se-^untipc brokers on stock exchange floor. 

15. A;;f^.''G\es iojps fo^ apf'J-ic^r-^-ts o* <\ fjnance cor.\i)c.n\. 



: 0 



6 



15. 



9 7.! 



THE MARKETING RISK SCENE 



1. Study each of the marketing career title*, beloi- and place an "R'' in the blank to the left of 
the twelve which are careers in marketing risk. 



Telep|ione surveyor 
1 Marine Insurance Spectalist 
Sa!e^ Agent 
Display Manager 
Field Representative 
Ad Layout Mar^^ ^ 
Underwriter 
Indepencent Agent . 
Insurance Broker 
Sjles Promotion Director 



Policy Writer 
Merchandise Niav^'^qer 
Claims Adjuster 
Real Estate Saic- - 
Premium Rate >, l. .< 
Importer-Expori^?*- 
Salvor Agent 
Airline Stewardess 
Claims Analyst 
Insurance Coordinator 



Listed in the^three columns below are twelve marketing careers in risk. Underneath these career- 
titles are ten ]ob descriptions. Place the letter of the career title in the blank to the left ot its 
correct job description. 



a. Branch Manager 

1). Field Representative 

c. In' -'ance Broker 

d. Cl« s Adjuster 



e. Underwriter 

f. Insurance Coordinator 

g. IrTSurance Sales Agent 
ii. Independent Agent 



i. Policy Writer 

j. Premium Clerk 

k. Claims Analyst 

I. Salvor Agent 



1. studies risk information, decides i-f risk is to be accepted, cind oversees policy 

• ssucince and premium calculations 

2. ri'(>resents the client m purchasing insurance from the corDpany which best meets 

that custorrif.'r 's needs 

' 3. sells insurance as an agent for several companies 

4. ^elis f)ojicies and services customers tor c ne comf)any 

5. trains, advises, and insf^ects agents 

6 supervises and coordinates all activities for tfie comf)anv in that office or territory 

7. sells or dis;)oses of tfie darri^rged pro[)er;y after claims 

checks property damages to see if the losses are overed and determines the 

a?^i6unt of the remvtiursement to insured 

! 9. checks life and liealtli losses for payment 

10. studies policy and risk factors to determine the correct classifications and 

calculates the premiurii 
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THE MARKETING RISK SURVEY 



1. Listed below ore twenty careers in- marketing. Circle tlie twelve careers which are primarily 
risk bearing in function or oi'^tivities. 



Claims Analys* 
Display Trimmer 
Salvor Agent ' 
Ad Illustrator 
Insurance Sales Agent 
Fashion Model 
Public Relations Director 
Field Representative 
Booking Agent " 
Prpfrilum Rate C'*?rk 



Proauct Clerk 
Insurance Broker 
Claims Adjuster 
Research Interviewer 
Underwriter 
Insurance Examiner 
Independent Agent 
Warehouseman 
Policy Checker 
Insurance Coordinator 



Listed H) the three co- 'mns below are twelve markt^tlng careers m risk. Underneath these career 
titles are ten job descriptions. Place the letter of the career title in the blank to the left of its 
correat job de Motion. 



a. Branch Mar.uger e. 

b. Field Representative f, 

c. Insurance Broker g, 

d. Claims Adjuster h. 



Underwriter i. 

Insurance Coordinator , j. 

Insurance Sales Agent k. 

Independ^^nt Agent I. 



Pulicy Writer 
Premium Clerk 
Claims Analyst 
Salvor Agent 



H. supervises and coordmates all activities for the company in that office or territory 

„ 2. trains, advises, arid inspects agents 

3. sells insurance as an agent for several companies' 

represents the client in purchasing insurance from the company which best meet 

that customer's needs 

5. studies risk information, decides if risk is to be accepted, and oversees policy 

issuance and premium calculations ' 

6. studies needs of the customer and issues policy 

7. studies policy arid risk factors to determine the correct classifications and 

calculates the |!)remium 

8. sells policies and services customers for one company 

9. checks life and healt'^ losses for payment 

10. sells or disposes of th« damaged property ,fter claims 



THE MANAGEMENT SCENE 

Circle the sixteen marketing careers below which are found at the management level. 



Innkeeper 


Executive Secretary 


Store Manager 


Stationmaster 


Fashion Buyer 


Illustrator 


Interviewer 


Bank Cashier 


Publicity Director 


Sampler 


Meter Reader 


Contract Administrator 


Division Superintendent 


Corporate President 


Airline Stewardess 


Gift Shop Proprietor 


Standards Analyst 


Display Technician 


Warehouse Supervisor 


Marketing Research Director 


Salesclerk 


Grading Foreman 


Magazine Editor ' 


Service Station Attendant 



THE MANAGEMENT SCENE 



Directions 

♦ ^ 

Study tvch of tht; mjndcjcrTient situations below and supply his-lier specific career title in the 
spaces (jrovided. Next to it write the letter of the nnanagerTient career level involved in the blank 
prov/ided. Us-.?. "E" Executive, "M" Mid Management, "S" Specialist. 

1 Dick Sdunciers, the nidnager of Pdrddist.' Motel, hired a new front desk clerk for the night shift. 

2. M.^riene Swift visited ti.e DdlldS iridfket to puTcfiase sf)rmy lines of sportswear for her 
conipdH/'s S[)ecKjliy shops. ^ , ^ 

3 Georfjt'^ Tfvsrnpson exploinf*(i U) his shi^^fjirig recervir^.cj staff Jhat the arriving shiprtient of 
tuirdvv.irt> su|.>()lies hdd to be unloaded, pjr. L'd n: snj,.iU»r cartons, and shipped to ten local 
stoffrs i)y Fr<cjdy. \ ■ 

4 CoW.'cn Mille> studied the fivjrketini] survey duto winch had been gathered to deternnine 
wfiev'n>T custo'fr^'f s WL-re satisfied wu^lJSlhe t:onif)dny's new soap. 

b H.irvey Albers. nedd of tfie Idtr^est t)icy'Me nianufacturing corrjpany, called his diyi'.ioo 

C L)ru.],i Pj? hcr fiijruicjfi :.t.vor,.i <.'vents, incljclifig j fashion show, to promote the store's new 
hn;.»s of t%eMinq gowns urul cocktd'l riresses. ^ . * ^ 

7. Wdlter Swnson riiet witfi his staff to discuss the best way to shew the. new merchanJiSt: in 
the 'Aortj windows 



8. Cheryl B'-onson fT»et with ^ group of wholesale rrdndgers to inform them about general 

economic conditions and Ixismess trends. ■ « 

9 Bruce Roth (..hf.T.ked to se(» that h.is men were accurately' sorting and classifying the 
automot)iie p^rts. 



10.' Ernmu Davis reviewed the [i.jst rMuntfi's t)L;siness tc figure the railroad workers scheduled for 
next month's opeiation. ' \ ' • 



THE MANAGEMENT SURVEY 



Place an "X" rext to those n.arketing careers below which .♦-e at the n.anagement level. 



Corporate President 

Trjin Conductor i 

Dock Boss 

M'^rkeiing Research Analyst 

Florist 

Order Picker 

Busi less Broker 

Grader 

IMewspaper. Lditor 
Real Eitate Appraiser 
Gcjies Promotion Directvor 
Ofjpartmont Store Manager 



Airport Superintendent 
Terminal Supervisor 
Association Administrator 
Telephone Surveyor 
Innkeeper 
Display Trimmer 
Bookmaker 
insurance Adjuster 
Fashion Coordinator 
Industrial Economist 
Branch Office Foreman 
Advertising Solicitor 



- THE MAMAGEMENT SURVEY 



Directions 

Read each of tlie marketing management sruaiions below and write the specific management 
title the MANAGEMENT CAREERS coliiT-. Indicate wfiicn of the three management career 
levels is involved in each situation by placif ic, name in the appropi ate nun nered blank under 
the MANAGEMENT LEVELS column. 

Mjnjgtr "if Cjroers 

1. 
. 

3. _ 

4. 

5. . 

G. 
7. 

8. _ 

9. 

10. 

1. Gdry BiirXs le^vj the lecords of his cashier before meeting with the board of directors to 
discuss the cashi*;;':; promotion as his successor in the 'ini, cial organization. 

2. Bonr.ie VVi.lijnis; stu-Jicd fier past GjloE fC: Mother's Day wfiekenjic anU ord;frfd 300 dozen of 
red rosfi * ^ 

J. Tom Myers told his salesmen that their sales volume hid not increased as much as ,ther 
areas of the store. 

- t 

4. Betty Cas'^lla met with the conipany's salcsm^'n to find -yn what retailers wanted before she 
travelled to Chicago to purchase appliances irom the mar.jfac-t ' 

5. Paul Gooaman supervised the men unloadini;i the boxes and crates from the ship. 

6- Jessica StewaYt inspected the fire dam age wnich had been done to the house and furnishings 
and settled with the insured ftDr 523,000. 
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MiithigemctJt Labels 



S: m Cornelius vis'ted with each airlines* < ecutives to discuss their space requirements in the 
new terminal wing. 

Judy Boynton met with the company's buyers to inform them of tlie budgets and new 
purchasing policies. 

Ralph Cow^ier took the copy and illustration he received and arranged them in an 
"eye-catching" manner on the page. 

Lynda Jam.es observf:d jnd talked to each of th5> company's insurance agents in her effort, to 
coordinate alt regional activities. 
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AUulO VISUAL RES0Ur6eS 



"A Better Way." 16 mm bijck and while film, MODERN TALKING PICTURES FILM SERVICE, 
New Hyde Park, New York 1 1 040. 

"Ad ventures." 16 mm color f»lm. ASSOCIATED BUSINESS PUBLICATIONS. 205 East 42nd 
Street. New York 10003. 

"Art Careers In Advertistng," filmstrip, EDUCATIONAL DIMENSIONS CORPORATION P.O. Box 
488, Great Neck. New York 1 1 022. 

"Airport Service," color filmstrip series, IMPERIAL FILMS, INC.. 332 South Michigan Avenue. 
Chicago, Illinois 60604. 

"Air Travel." color filmstnp series. COLONIAL FILMS. INC.. Box 22857. Ft. Lau<ierdale Floiida 
33515. 

"Business of Keeping Promises," color sound filmstrip, AUDIO VISUAL^ASSOCI ATES. ^ 

"Canned Meat Story." 1^ mm color film. MODERN TALKING PICTURES FILM SERVICE. New 
Hyde Park. New YorK 10040. • ' 

"Career Calling," 16 mm color film. JIM HAN^Y CORPORATION, 2821 East Grand BojIevarcJ, 
Detroit, Michigan. 

"Career Development." cassette tape series, IMPERIAL FILMS. INC.. 332 South Michigan Avenue, 
Chicago. Illinois 60604. 

"Career Exploration," color sound filmstrip series. SCIENCE RESEARCH ASSOCIATES, 259 East 
Erie Street. Chicago. Illinois 606' 1. 

"Career Game," color sound filmstrip. career cards kit. IMPERIAL FILMS, INC., 332 South 
Michigan Avenue. Chicago. Illinois 60604. " * 

"Careers in Broadcast News." 16 mm color film/ UNIVERSITY OF lOWA. Cedar Falls, Iowa 
50613. 

"Careers In Business Administration. ' color sou»>d filmstrip. PATHESCOPE EDUCATIONAL 
' FILMS. INC., 71 Weyman Avenue New Rocheli.3. 'AV 1080Z 

"Careers In The Department Store;" 3b mm siJe series, F/ (RCHILD VISUALS, Dept. O.K., 7 East 
Twelfth Street. New York. New York 100' \ 

"Careers in Fashion." 3b mm slide se- .?s, FAiRCHILD VISUALS, Dept. O.K.. 7 East Twelfth 
Str et. New York. New York 1000L. 

"Careers in Fashion and Textiles." coHr sound filmr^np. PATHESCOPE EDUCATION FILMS, 
INC., 71 Weyman A^venue, New Rocnelle. NY 10802. • • 

"Careers in Fashion Design." filmstrip, EDUCATIONAL DIMENSIONS CORPORATION, P.O. Box 
488, Great Neck. New York 1 1C22. 

"Careers in Filmmaking." filmstrip, EDUCATIONAL DIMENSIONS CORPORATION, P.O. Box 
^ 488, Great Neck. New York 11022. 

"Careers in Food Merchaindlsing." 35 mm slide series, FAIRCHILD VISUALS, Dept. O.K., 7 East 
Twelfth Street, New)' York, NY 10003. ' - 

"Careers in Food Service/' color ^ound filmstrip, PATHESCOPE EDUCATIONAL F*ILMS, INC., 71 
Weyman Avenue, New Rochelle, NY 10802. 



EKLC 



'C.ireors in Home Furnishings." 35 mm slido series. FAIRCHILD VfSUALS Depl OK 7 East 
Twelfth Street, New York. NY 10003. 

'Cjreer^. In I llustrjCion." fdmstr^f). EDUCAVIQrML DIMENSIONS CORPORATION PC Box 
488. Grecit Neck. New York 11022. ' ' ^ 

'Careers in Insurance," color sound tilrr.-trif). AMERICAN INSURANCE INSTITUTE, 

0 

'Ccjreers in Journjlism/' color sound filfnstrip, PATHESCOPE EDUCATIONAL FILMS, INC., 71 
VVeyrnim Avenue. New Rochelle, NY 10802. 

'Cjrt-ers in Leisui^e Time Industry," color sound filmstrip, PATHESCOPE EDU*" "'ON FILMS, 
INC., 71 Weymcin Avenue, New Rochelle. NY 108Q2. 

'Careers in Sdles." 16 mm color fi'm, UNIVERSITY OF SOUTH CAROLINA, Division Educational 
Services, Columbia, South Curolind 29208. 

'Careers In Service Stations," 3b mm slide series, FAIRCHILD VISUALS, Dept. O.K. 7 Ea^.t 
Twelfth Street. New York. NY 10003. ' ' 

'Cin-ers in Show Business," color sound filmstnp, PATHESCOPE EDUCATIONAL FILMS INC 
71 Weyman Avenue, New Rochelle. NY 10802. 

'C.treers in Television," filmstri[). EDUCATIONAL DIMENSIONS CORPORATION P 0 Box 488 
Great Neck. NY 11022. 

'C\-trt>jfs m Transportation/' color* sounrj filmstri(r, PATHESCOPE EDUCATIONAL FILMS INC. 
71 Vveyman Avenue. New Rochelle. NY 10802. 

'C.ire^Ts irt Transportation. 16 mm coU.r film, UNIVERSITY OF SOUTH CAROLTNA, Division 
Ftiucjtional Services, CoIuhUm.j, South Cjrolifia 29208. , ' 

'C.n.'ers Sjies/' 16 mm color film, FLORIDA STATE UNIVERSITY, Tallahassee, Florida. 

'C.:rerrs Unhm.t(Mi," cassettL^ tape series, CLASSROOM PRODUCTIONS, 851 Colle(]e Parkway at 
Mr Greqor Blv(j.. Ft. Myris, Fluridj 33901. 

Creritt/- 16 nun color fdriV MODERN TALKING PICTURES FILM SERVICE. New Hyde Park 
New York 1 1040. ^ 

Discov^^rv." color sourui filmstrifj series. "CHOLASTIC BOOK SERVICES, Richmond Hill, 
Ontijrto, Cjnada, 

'Fjshion. The Ccireer of Challenge. " 16 rnm-color f!ln\ BASSIST INSTITUTE, 

For S(uiW.1ust VV.itcl;/' 16 ^mu color Mn^, BUSINESS EDUCATION FILMS, 5113 l(3lh Avenue 
Brooklyn. New York ] 1204. • '\ 

Fruits* of a Lifctinu\" 16 rtim color film, UNION PACIFIC RAILROAD, 1416 Dodge Street, 
Ornijha, Nebraska. 

'Generji Insurarice Careers," 16 rtim color fiirn, UNIVERSITY OF UTAH Educational Media 
Center, Sdlt Lake City, Utah 84110. 

'How to Succeed Without Really Flyifuj," 16 mm color film, FEDERAL AVIATION COMMIS- 
SION, P.O. Box 25082, OkUilioma City. Oklahoma 73125. 

'I', a Career in Bankmq For You^" 16 rnrn color film, A.l.M.S. INSTRUCTIONAL MEDIA 
SERVICES, INC., P.O. Box 1010. Hoilywcod, Cahfornia 90028. 



/ 

"Is a Career in Business Administration For You^" 16 mr?i color film, A. I. M.S. INSTRUCTIONAL 

MEDIA SERVICES, IfVC, P.O. Box 1010, Holiywood, California 90028. 
"Is a Career \n Finance, Insurance, or. Real Estate For You'^" 16 mm color film AIMS 

INSTRUCTIONAL MEDIA SERVICES, INC., P.O. Box 1010, Hollywood, California 9002a 
"Is J Career In Management For You^" 16 mm color filr;,, A. I. M.S. INSTRUCTIONAL MEDIA 

SERVICES, INC., P.O. Box 1010, iHollywood, California 90028. 
Is a Cd'-eer in Radio or Television For You^" 16 mm color film, A. I. M.S. INSTRUCTIONAL 

MEDIA SERVICES, INC., P.O. Bgx 1010, Hollywood, California 90028. 
' :s a Career in, the Apparel Industry For You>" 16 m:m color film, A. I. M.S. INSTRUCTIONAL, 

MEDIA SERVICES, INC., P.O. Box 1010, Hollywood, California 90028. 
"is a Career in the Hotel or Motel Business For You^^" 16 mm col6r film AIMS 

INSTRUCTIONAL MEDIA SERVICES, INC., P.O. Box 1010, Hollywood, California 90028. 
"lb a Career in the Restaurant Business For \ou^" 16 mm color film,NA.!.M^, lISiSTRUCTIONAL 

MEDIA SERV^CES, INC^P.O. Box 1010, Hollywood, California'96Q28 

\^ 

"Is a Railroad Career For You?" '16 mm color film, A.I.M.S. INSTRUCTIONAL MEDiA 
SERVICES, INC., P.O. Box 1010, HoUywoocf:»California 90028. 

"Is a Sales Career For You^^" 16 mm color film, A. I. M.S. INSTRUCTIONAL MEDIA SERVICES 
INC., P.O. Box 1010, Hollywood, California 90028. 

"Insj.'-ance Careers," color sound ^ilmstrip, INSTITUTE OF INSURANCE. 

"Job Opportunities in Hotels and Motels," 16 mm color film, UNIVERSITY OF COLORADO Fort 
Collins, Colorado 80521. 

"Job Opportunities Now, Set I," filmstrip series, SINGER, INC., 1345 Diversey Parkway, ' 
Chicago, Illinois 60614. 

"Just a leiler," filmstr.p, LEARNING ARTS, P.O. Box 917, Wichita, Kah^a5^7201. ( 

"Lady and the Stock Exchange," 16 mm color film, MODERN TALKING PICTURES FILIV' 
SERVICE, New Hvde Park, New Yor-k -11 040. 

"MocS.Tn mnkeeners," 16 mm -color/film (20 minutes), AMERICAN HOTEL AND MOTEL 
ASSOCIATION, 888 Seventh Avenue, New York, (MY 10019. 

"Occupations In Supermarkets," slide series, FAIRCHILD VISUALS, Dept. O.K 7 East Twelfth 
r.trcet, ^Jew YArk, NY ;00Q3. 

"Opporiunines m Sales and Merchandisinc,/' 16 mm color film, UNIVERSITY OF COLORADO 
Fort Collins, Colorado 80521. 

"Selling as a Career," color sound filmstrip, UNIVERSAL EDUCATION AND VISUAL ARTS, 221 * 
P.irk Avenue, South, New York, NY 10003. 

'The Journalists," 16 mm color film, MODERN TALKING PICTURES FILM SERVICE New 
Hyde Park, New York 11040. o 

"The On? Man Band That Went to Wall Street," 16. mm color film, MODERN * TALKING 
PICTURES FILM SERVICE, New Hyde Park, New York 11040. 

"The Story of Distributive Education," 16 mm color film, MODERN TALKING F^KITURES FILM 
SERVICE, New Hyde Park, New York 11040. . ; 

"The Voice of You^ Business," 16 mm color fil^D, BELL SYSTEM, Local Telephone Company. 
Your City, Your State. ' / . 



EKLC 



"T',s World of Marketing & Distribution." 35 mrri slide series, CAREER WORlD,_ INC., 1560 Vesta 
OfTC^, Harrisburg, Pennsylviinia 17117. ^ -—-^^ 

"Th(flW(/rld Is Yours," 16 rnm color film, MODERN TALKIMG PICTURES FILM SERVICE, New 
Hyd^ Park, New York 1 1040. 

I^Tommy Looks at Careers Trucking/' 16 mm color film, UNIVERSITY OF WYOMING, Laramie, 
j Wyoming. 

'Trarisportation: An Oqean Port, " color filmslrip series, IMPERIAL FILMS, INC., 33? South 
!V':ichigdn Avenue, Chicago, Illinois 50604. * . 

"Transportation: Our Railroads," color sound filmstrip series, CTllPERIAL FILMS, INC., 332 South 
Michigan Avenue. Chicago,JI!inoi3^60604. 

"Understanding Wholesaling/' 3b mrn slides, OHiCT O.ISTRIBUTIVE EDUCATION MATERIALS 
LAB, The Onio Staio Univor$(ty, 1885 Netl Avepue, 115 Townshend Hall, Columbus Ohio 
43210. 

"What Do You Want?" 16 mm color f,;fn, ASSOCI A MON ^T;ERLING FILMS, 866 Third Avenue, 
New York, New York 10022. - /' ' 

"Where Do I Go From Hi>re?" It' m'.i color filn^, NATIONAL RESTAURANT ASSOCIATION, 
1530 North Lake Shore Drive, .Chicago, Illinois 60610. ^ ' 

"Why Work At All>' filmstnp. GUIDAlvJCE ASSOCIATES, Pleasantville, New Ygrk 10570. . 

"WritmgigLreers in Advertising. ^"titmstrip, EDUCATiONAlr-DtMENSIONS CfcRPORATION, P.O. 
Box 488, Great Neck, New York 1 1022. 

'Your Future in RLtailing," 35 rnni si^ide set, OHIO DISTRIBUTIVE EDUCATION MATE^RIALS 
LAB, Th(; Ofiio State University, 1885 Neil Avenue, 115 Townshend Hall Columbus Ohio 
43210. 




Unit Number 
1 (601) 
1 (601) 
1 <601) 

a." 1 ( 601) 

3 (603) ; 

4 (604) ' 

5 (605) . 
5 (605) , 



CLASSROOM PRODUCTIONS 
Careers Unlimited Cassette Tapes 




601 
601 
601 



601 - 5 

603 - 2 

604 ■ 5 

605 - 2 
605 - 4 



Career Title 
Broadcasting 
Hotel Motel 
Restaurant 
Advertising 
Transportation 
Selling 

Clothing and Fashion 
Recreation 



, IMPERIAL FILMS COMPANY*^ 
Career Development Cassette Tapes 



Account Ex?cut've 
Actor 



' Banker^' 

BxJ5Tfie': Consujtant 
Buyer 

Commercial Artist 
Cost Analyst 
, Driver or Routeman 
Editor 

Fashiorj Mode! 



•imperial rilms CGMPANY. l;^JC 
332 South M';(:hiijrm Av^^nue 
Cliicaqo. Ilhnbjs 60604 



Insurance Salesman 
Park Director 
Radio Broadcaster 
Realtor 
Reporter . 
Salesman 
Stewardess 
Stqckbroker ' 
'Theatrical Agent 
Waiter/Restaurant Manager 
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RESOURCE PUBLICATIONS 



Brln'utHi U\ ;C\u^J\v<. Mc:G.:w: HOLT, RINEHART. W!NSTOM, a suhbiciurv of 
Cuiii I'.Lu} BroctdLJsfifU) SvMi-ri) 383 Mdciison Avt^aje, New York, Mew York 10017. 
A.^^'fti^'in; A C.Jt'^-r Qf A'.t.on Afhi V.^rtrty, pjniphlet, AMERICAN ASSOCIATION OF 
ALnERT'Sira; AGF:\CiES. 200 Purk Av'unue, New Yofk, Nrw York 'l0017. ' ' 
,rV 'V.fA'"v INSTITUTBOF INSURANCE ,' * * 

•^^^ - ^^'/'^K c'"^ l)ookl(:t. AMERICAN^ BAP\KERS ASSOCIATION, 

li jfikt-.) E(!ui.ii (;i Co:nM,i:t».-'(-, 90 Paf>/Avenue, New York. New York ICO 16. 

/7s.' .I'.--; |,^, ,,ruj "M,:rtin; HASTINGS HOUSE PUBLISHERS INr: 10 D.*st 

4(j!h .S^rM.-t, \.rvv VcTk. Nf-v^; York 1001G. ' ' 

'-'"vs V.':,r O.v/; hook}.-:. SOHIO UIl'cOMPANY. 'NC., Cleveljnd, Oli^o 

h 'orrnjt'ir'i. \i,rKrt,nii D'S.}(htJtiit^ Ocaz/utmrs AMERICAN VOCATIONAL AS 

SOCI ATION. lis :G:h Sulhx, N W . W.jshint)ton, D.C 

C.^n^rr CV v m/A r;y;//r-,>,, .i;,/AAr'f/rV, Z^.'/i // J^'V.S .S^ 0///C.7' J?/ .^^<v.y//,sr.<;, bv Wiqgs; J.G. FERGUSON 
PL-BLISHING COMPANY. 6 Nortr^ iVIicMk^m Avenue, Chicago. Ilhnois G0G02. ' ' 

Cjf^,-- (.Vv>^^r'/ ,rvs //; :>eMvre tjooklet, F0rti5 MOTOR COMPANY, Service Traminq PrograiTis 
L)t'ParffT,.';it, G..:r,son Pli^j E.ist, 19855 Outer Dnvo. pejrborn, Michigdn 48124. 

(.:.:r^'t'r M.iyj/if^i^ 501 Ldke F-orest Avenue, High Wo6(i, Illinois 60040* 

i?Mr-;'. CAREERS PUBLICATIONS. INC.* 

r.-'-fAs T/ic Flur.tl frdii^Lry', pampfT.r^ C^OCIETY OF AMERlCA.M FLORISTS, 901 North 
vVdst>ific;ton Street, Alexuinanci, Virgrn. 2;?314. 

dr -f^f^^ St 0/;:jnf:'.r:ftfr^ in RvUiinnj |)aperbdck, NATIONAL RETAIL MERCHANTS ASSOCIA- 
Ti(.)\, P<^r:.c>nr(*! Dij^ision, 100 West 31st Street, New Vork, New York 10001. 

/' Pf<,,;,.rry <^ L'jbifily ffisijrjnce booklev, INSURANCE i ^FORMATION INST ITUTE 
1 10 Willuj'Tv Street, New York, New Vork 10038. 

C.tffrr.^. hi llic Rrtji/ AutoniobfU^ Business !)Ooklet, GENERAL MOTOR CORPOR ATION'-Oetruit 
• - Mi'.tDgrjM. ^ ' ' ' 

C/r.-e'/s fn RrUitlttnj porT^ptilet, OHIO STATE COUNCIL OF RETAIL MERCHANTS, 71 East StJte 
Street, CoiurTit)us. Ohio 4321 5 ' 

C. iT'jrrs fur Yoath h> Tin, Ff^od IfKiusHy pamphlet, NATf(!5>JAL RESTAURANT ASSOCIATION 

1530 North Lc.k':* Shore Drive. Chicjgo, I llinois 60670 

Cuf^mli^r A Cjn^rr hi Pabhi: RvLttions, CHRONiCLE GUIDANCE PUBLICATIONS JNC* 

/.:^/;;r.../>./rv Of Oi:rufKnnj%j! Tnfes, Vol. I. 11, III; CHRONIClE GUIDANfE PU[.^LICATI0NS, 
> ''^ v.- ' ; 

D. w:,-.n^?> iQiriu^r Log. SCHOIASTIC BOOK SERVICE. Richmond Htil, Ontario. 
Di:tnhiit]vvCir,v{ Serirs, FAI RCHI LD PUBLICATIONS' " ♦ 

r//e Encycfup(^dhf Of dnnrs d VoLitforiaLGuidanCc, by Hopke; j.G. FERGUSON PUBLISHING 
COMPANY, 6 North Michigan Av-nuc. Chicago, Illinois 60602. 

r/r?ry/'?<^/.V^ry,v/ Jo7y t>ooklets, FINNEY COMPANY* ; * 



F hHi Rvtjihtu; M,y Bf Tl^c Cjtwt Fur Yon booklet, NATIONAL ASSOCIATION OF RETAIL 
GROCERS. 360 North MicMiqjn Avenue, Chic.igo, Illinois 60601 

G.;^r.'/ ^/.;.'>'s !n Oil booklet, AMERICAN PETROLEUM INSTITUTE, 1271 Avenue of the 
Anjencjs. Nevv York, New York 10020. 

Gunh' Tj FilivtJuiknH}, by Pincus, NEW AMERICAN LIBRARY. 1301 Avenue t)f the Amencas, 
Nev. York, Nt>vv York 10019. 

hLifhihiU^k UfJuf) F.n tK, SCIENCE RESEARCH ASSOCIATES (SRA)- ■ 

hUuci} Grcrtir, Driurnvcnt Su^tf WarKvr. FOLLETT EDUCATIONAL CORPOPATiON. Chicago, 
Illinois. 

H^^llo \'ji>rli{i- Four! 8^ Lixk^ituj Srrvta^'^., FIELD EDUCATIONAL PUBLICATIONS, Atlanta' 
Georqu]. : ^ 

lt':Up To Yuu^ INSTITUTE OF INSURANCE. 

5(V/^>^ Coaiic Senes, FLORIDA STATE EMPLOYMENT OFFJCE, T.illahjssee, Flofidd" 

./('/;s //; Aovcrnsifni ;).ifT)[)h'-t. AMERICAN ADVEFUlSING FEDERATION, 1225 Connecticut 
AvefH.e, N.W.. VV.:shinytoM, D.C. 20036. 

M,rkrtttuj dr^ws !r, Thi' Jr^t A;t Aijf, CHRONICLE GUIDANCE PUBLICATIONS. INC.* 

M>fk^':,'!i} h\'st\irr(i F.n- Tt r HkjI) Si.honi Stiulvni^ CHRONICLE GUIDANCE PUBLICATIONS, 
INC ^ ' 

Tiu^M^rkrinHjSuny, U.S. DEPARTMENT OF COMM ^ • RCE , WASH I NGTON. D.C. 20402. 

C/A>'r'^v GA/A//0 .///(/ A/jr^/ I Vnr,^ . CHRONICLE GUIDANCE PUBLICATIONS, INC.- 

T:\t^ /Vt'-.v L')nK fr Scri'/CK* St.ftmfis i Aittofinibilr Srrvicc Stdtiati A! rc'^djf in , ChiRONICLE 
GUIDANCE PUBLICATIONS, INC.- 

Lhrui.Kinotu/Snr'fs. CHRONICLE GUIDANCE PUBLICATIONS, INC ' / 

Oi c :i;>.ir:>'VfKi/ 8f Jf'fs: SCIENCE RESEARCH ASSOCIATES' 

0(i tir"il!OfKil Git.iLi!U;r l)Ooklets, FINNEY COMPANY* 

OriurMiot'.il Giudr. series. CALIFORNIA DEPARTMEfi^T OF EMPLOYMENT* 
OLL(ii}jrii>t;ji M.tutjis series. GREGG McGRAW HILL' 

Ocufp.ftionjl Outlook HjfKJbuuk, 1972 73 E(j!t;on, BLilfelin No. 1700, U.S. Depjr trn(>nt of Lcii)Of, 
Bur.Mu of L.ibor Stdtisbcs. SUPERINTENDENT OF DOCUMENTS. U.S. GOVERNMENT 
PRINTING OFFICE. Washington, D.C. 20402. 

OcLufj.ntotis And drcrrs, by Feingold imd Swerdloff; WLBSTER. McGRAW H! LL PUBLISHING 
COMPANY* 

O/' r/;r Hojd IVid: Tha Triickf^s^ CHRONICLE GUIDANCE PUBLICATlO/viS. INC." 

Or/)nrtiuut(ru It) Tfir Tntc.kitnj Inrlimtry, AMERICAN TRUCKING .'^SSOriATlON, 1616 P Street, 
N W-r, Washington, D.C. 20036. 

Oppfiftuff/t/rs iV/d) Tf^xM.o booklet, TEXACO OiL COMPANY, iNC, U)x r32332. Houston, 

Tev as 77052, 

' Opnortiftiity H Rr>t:n(if)g booklet, NATIONAL RETAIL MERCHANTS ASSOCIATION, Pcrsonne' 
' Division. 100 West 31st Street, New York, New York lOOO.r. 

Po/jryc jfjd Cjrt'fV^;, Comic Books, KING FEATURES, INC 

Prn/rct Lijori) Units. FLORIDA STATE UNIVERSITY* 
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1 

T/ns Bus.nei^s Of Food Service. CHRONICLE GUIDANCE PUBLICATIOMS, J slC* 

Trj.t^l U.S A.JJ.S. DEPARTMENT OF COMMERCE. Wcishinrjton, D.C. ?0402. 

.V';.;: J.;/) FiT M*>?, book ser-es, WEBSTER McGRAW HILL PUBLISHING COM-' AN Y - 

^^xirntfu; Oc-opjliofKil Rules VJork Brlpfs^ SCIENCE RESEARCH ASSOCIATES' 

y^of Cjri.'t'f Jn Tut- HotclMott'l inciu^^try t>ookleT/ EDUCAT'iONAL '■JSTlTUTE OF THE 
AVERICAN HOTEL MOTEL ASSOCIATION. Kellofjcj C^\)U:^(, EjsI Lunsiny.. Mich;g.r^n 48823. 

V "jf F:.!or'^ C^rt>rry, !') Con^ufver FiOcHiCf.^ booVivX, THE NATIONAL CONSUMER FINANCE 
ASSOCIATION. 1000 16ih Street. N.W., Washington, D.C. 20036. 

Vniir J^H) in D-;tn/)ut:un. by Bea^tnont and Lcinqjn, GREGG McGRAW hiLL' PUBLISHING 
COMPANY**" 



'See succeeding pages for specific ities and/or addresses of resources 
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CALIFORNIA DEPARTMENT OF EMPLOYMENT' 



Occupational Guides 



Title of Pub/icJt/ofi 



AdniiJiistrative Services Mjruger 
CldiHis Adjuster 
ConTrdCl Administrator 
Creoit & Collection Monager 
Display Man 

Disf)ldy Mcin, Genera! Merchandise 

Food Clerk 

Grocery Checker 

Grocery Product Salesman 

Hotel Manager 

Managernent Trainee 

Model 

Purchasing Agent 
Quality Control Manager 



Real Estate Salesman 
Retail Store Manager 
Sales Clerk 

Salesman, Building Materials 
Salesperson 

Salesperson, -Cosmetics 
Sdles{)erson, Hardware 
Salesperson, Home Furnishings 
Shipping and Receiving Clerk 
Sign Painter 
Stock Clerk 
Retail Buyer 
Traffic Rate Clerk 



*Cj .fofn»a Dept. of £mp!ovf^t*fU 
'800 Capitol Mdll 
S:irjam*jnto, Cii'*f. 9581'^ 
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CAREERS PUBLICATIONS, INC. 
Career Briefs 



Advertising-Space Salesman 

Advertising Workers 

Bank Careers 

Bank Teller 

Buyer 

Cjshier 

Credit Manager 

DepariniPnt Mdnag(?r (Retail Trade) 

Deojrtment Store Receiving, und Reljted Occupations 

Display Man 

Drugstore Salesf^erson 

Food Service Supervisor 

Grocery Checker - 

Hotel Managers 

House to House Salesirian 

Insurance C'erks " ♦ 

Junior Executives 

Mjnd'-jers, Generiil 

Materials Hand'er 

Pf oo^roiJcit^r 

Puljlic Reljtions ^^ln 



Purchasing Agent 

Radio-TV Broadcast-Time Salesman 

Real Estate Appraiser 

Real Estate Salesman 

Restaurant Hostess 

Restaurant Manager 

Room Clerk 

Sales Cli3rk 

Salesmen, Automobile 

Salesman, Grocery Product 

Salesman, Hardware 

Sdles (Marketing) fVlanager 

Salesperson ( Retail) 

Sales Promotion M-ifiager 
✓ 

Securities Salesmen 
Stock Clerk 
Supermarket Manager 
Vending Machine Routeman 
Waiter-Waitress 
Wholesale Salesman 



L.I' qn. Fio' ifi,i ^r^r^^o 



21)2 
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FAIRCHILD PUBLICATIONS. ITslC. 
Distributive Career Series 

Student Career Mjnujls 

Distribufion and Distributive Careers 
. Working In A Store 
Workiny It A Service industry 
Working For A Wholesaler , 
Working in The Transportation Industry 

Cjrevr 35n)fn Sl/dtf S^r/Ci 

"Careers In the Def')artment Store" 
"Careers In Food Minihandising" 
'[Careers In Home Furnishings" 
"Careers in Service Stations" 
"Careers In Fashion" 
"Occupations in Supermarkets" 



•FAIRCHILD VISUALS PUBLICATIONS 
D»?P(irIrnt>nT OK. 
7 Edit' TwJNfll^ Strr-pt 
Nev^y York. New Yo:k 10003 
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CHRONICAL GUIDANCE PUBLICATIONS, INC.* 
Occupational Briefs 
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FINNEY COMPANY- ' v 
Finding Your Job Blooklets 
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1 1 


'J 


T O} n 1 ^Kfl Vr. I 111 f I J UU I 1 H' 1 


u 


\/ 

V 


1 1 

1 I 


Bust )<.)y 


1 A 


{ j 


7 


P irit 1 n/i 1 c»t A t t^Ari/^^ ii\t 


1 A 


1 1 


p 


Buiton GtjiU'T 


G 


1 \ 1 


5 


P ><i<il^nfit5r P l»A/ -it '^r 








C.irxll'^ ir)S(n.H:tor or id 








Oi it^r .'itor 

\^ 1 f 1 ill V> 1 


1 A 


I t 
1 1 


\ 


P.JLkor 


i) 


> 




ir ii'j'jfifir Rrtont Att/m/l *nt 


1 A 


1 1 


1 1 
1 1 


Cj'nJy triS(J(.,",:!or 


3 


11 


1 


RfiLV M^itfrifii H.irir"lli'r 


{; 
\} 


1 
t 


%J 


C.r dy P-icl-tT 


lA 


V' 


7 


R fTf^iWififl r^U^rk'*: M»-'i^iii>>r 


4 


1 1 


D 




:> 


1 1 1 


2 


R fM Ir.'l*'^ 


? 


1 1 


1 9 


Cur LtM^tlljn 


l.A 


( 


6 


Rtuitjl SfTvir** H**lt)r»r 


r, 


V 


u 

o 


C^H FMjfinor 


6 


1 


1 


Ri->cnrt Oiifrri triF**: 








Cifnivo! Ru.k* 0{)t'rvil()r 


2 


1 1 1 


10 


H L' 1 [ r 


i; 


III 




C^^f" ton Asst.TTil 


3 


i V 




f I \ \ 1 1, vv U ' V.J 




1 V 


7 


C.:' tun Sir if^pf.M 


3 


1 1 i 


8 


^ftry/rrji C^t 'if^r At f 'if 








Ct rckffjorr. Att«?f^!.3nt 


3 


IV 


. 7 






I V 




Conlt^st Entry Ch^ck^'r 


3 


! V 


.,9 


' ^ H^l- OWJli^^M rA 1 1 H Kit.' M I 


1 A 


1 V 


O 


Dt'f )<irtri u.*nt Stort? Porter 


? 


v 


7 




1 A 


1 
1 


1 u 


D<K:kfTUjn (Fruit Cornf)any) 


4 






Signtjodrd Btilposter 


3 


iV 


1 


1 1 v • 1 < ^ 1 1 «.j J I ' I r 1 ■ . ' I ' ( . r 




\/ 


1 

1 


olOCk UU'rk S ri^Mpf'r 








Florist's Hc'lf^fr 


lA 


V 


12 


1 Department Store) 


4 


11 


10 


F(jofJ Vffidor 


2 


II 


3 


SufjerrTijrket Stock Boy 


1 A 


IV 


12 


F(.'rkhft Truck OptT.itor 


2 


II 


1 . 


T hodter Usher 


1 A 


iH 


4 


Gjft Wrjp()er 


3 


1! 


■ 12 


Tray Packer (Airline 








Goit Cours(' Wof k*jf 


2 


IV 




F:*ocl Service) 


1A 


IV 


2 


Grdder (Cannery) 


b 


IV 


5 


Warehousemjn's Helper 


1 A'. 


11 


12 


Grjin SiinH>^f-r 


b 


V 


10 


Wholesale Jewelry 








HafT<U)ill Pcjsser 


4 ■ 


' IV 


5 


Worker 


3 


il 


6 


Hotiby Stiop Hulf)er 


6 


II 


1 


Zoo Attendant 


3 


1 


12 
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FINNEY COMPANY* 
Occupational Guidance Booklets 



r Iff '1 i f 1 ) t >^1 ri ) ! T 1 1 1 1> 

WI.UIJ^JU 1 lUl <U t 1 Jilt. 


1 1 ri It 


vol. 


1 M O. 


V-/l^UUpdliOl id! I lue 


u n 11 . 


V Ol. 


IMO. 


Advertising 








Ch^in Storp M."in>^tipr 


1 A 


1 


7 


Copy writer 


3 A 


III 


19 


Chdml)pr of 








Advert rsinq 








Commerce Mtin^qer 


3A 


VII 


8 


Ltivojt Artist 


3A 


111 


16 


Check 0»jl Clerk 


1 A 


1 1 


ij 


Advertising 










4 


V 


10 


Mjr^dqcr 


2A 


/I 


17 


Chinj Shop Mjnjqer 


' 5 


VII 


5 


A(iverTisin(] 








Ckunis Adjuster 


2A 


IV 


1 3 


Mfdid Direct(;r 


2A 


V 


1G 


Comnicrcial Artist 


1 A 


II 


8 


Advert isiruj 








Cor 'pv:'^son Shopper 


5 


II 


12 


Production Assisltint 


b 


,1 


1 


Conn :roH(jr 


4 


'III 


15 


Adver tising Solicitor 


4 


1) 


7 


Co{)yT <Mder, Nt?wspdp(fr 


2A 


III 


1 5 


Air Tftiff ic Cuntroller 


3A 


V 


4 


Cof )ywr iter, RetsJil 


2A 


IV 


3 


Airlvru* Freiqhit Hjncilef 


A 


VI 


•H) 


Cri.'diT Anjlyst 


5 


II 


1 7 


Airline Reservj.' •one/t 


2A 


V 


12 


Credit Autliori/er 


2A 


1 


8 


Airhrte STjti{)n Aqent 


1A 




7 


Lr(?'t!t Collection Mjn 


2A 


V 


2 


Airline Sttiw.if dt.'b-: 


1A 


1 


3 


Crt'dit MdndCjer 


1 A 


« IV 


Q 


Aqent, Life Insurunc^/ 


lA ■ 


VIII 


4 


Customs Inspector 


2A 


V 


5 


Ay^Tit, Literary 


" 4 


V 


18 


Deljt Adjuster 


4 


IV 


10 


Aqent, Livt^stotk 








Depi'irtmcnt Store Buyer 


4 


1 


18 




1A 


VI 


1 


Designer, Pdck<.iqe 


4 


V 


6 


Aq«*nt, Union Business 


2 A 




9 


Dininq Room Hosti^ss 


2A 


II 


7 


Apnli.tnct' Store Mjnjqpr ' 


2A 


i 1 


3 


Disc Jock(?y (f^vjdio 








Assessor 


3A 


VIII 


4 


Per stjnality 1 


3A 


1 


20 


Au ; uMie'**r 


4 


!V 


12 


Dispdlcher, Freujlu ^ 


3A 


VIII 


1 3 


AiJf.il tor , i nsur jnce 


3A 


VIII 


1 


Dis[)ldy ArtJSt 


4 


1 1 1 


1 1 


Au'unMjhile SjIf.Sfnun 


4 


1 


19 


Dr i\/er, 








AutOfi;(jttv(.' P.jrts M.ifi 


3A 


VI 


7 


Dtfiivery Scrvict? 


5 


Vlil 


3 


B ink lo\U:r 


4 


{ 1 


12 


D r \j C le;jni nn 

1 y V_/ ll^CJI III t\4 








B.it\n Trus^ QHicer 


4 


Vi 


7 


Shop Mdridqer 


1 A 


1 


10 


B.ink(»r, If (Wf'sttiu'ni 


2A 


VI 1 1 


12 


Fdilnr Rodk 


2A 


1 1 1 


1 9 


Bc^ol- si :;r e Dpef ,itor 


3 A 




8 


FfJ^ilor Cil'i/ 


4 


{ 1 


1 3 


^]<jwiif^q L*ifi(.'S Mciniiq^-r 


4 


i; 


B 


Editor Food 


5 


VIII 


2 


Br(jk*.'r, Ci^storn l-^oiiSe 


4 


VlTi 


2 


Editor, Greeting Cjrd 


5 




9 


Brol- er, finni 


1 A 


IV 


19 


Editor, Industrial 


2A 


1 


18 


Ekjs [driver 


?A 


III 


11 


Editor, Labor Press 


3A 




7 


Busings J nj\ If T 


4 


VI 


19 


Editor (NowsfKif)er), 








C<iU'{*^r\ti fvl tMtiqer 


1A 


Vill 


16 


Mdkeup 


2A 


V 


7 


C,ur:fj Oire^Jor 


4 


\'ll 


f) 


Editor, 








C iMrji/f / F 'eldns.in 


3A 


IV 


19 


Weekly Newspaper 


lA 


VI 


7 


C-ishM.'r 


1A 


VUl 


11 


Editor, Women's News 


2A 


VII 


20 


Ojt.MDf] Ord»'r Clerk 


5 


IV 


15 


Editorial Assistant 




VII 


10 


C.n<MOq Vv'f ip.-r 


3 A 


VI 1 


19 


Editorial Cartoonist 




VII 


13 


Ct'.Jir^ Slorr B'iv»jr^ 


2A 


VI 


17 


Estate Sale Conductor 


4 


V 


15 



306 



FINNEY COMPANY- 

Occupational Guidance Booklets 
(continued) 



Occupational Title 


Unit 


Vol. 


No, ' 


Occupational Title 


Unit 


VoL 


No. 


Fashion Coorclinalor 


5 


V 


9 


1 nsurance Auditor 


3A 


VIII 


1 


Fijshicn Model 


3A 


1 


15 


fnv(?ntory Suf)ervisor 


1 A 


VIM 


12 


Fashion Salecworiian 


1 A 


,V1! 


10 


Investment Barnker 


2A 


V1II 


12 


Fashion Writer 


3A 


1 


11, 


Investment Coc nselor 


1 A 


VII 


1G 


Federal Food and 








JewC'ler 


1 A 


1 f 


14 


.Drug 1 nspector ' 


3A 


1 


5 


-;- Kennel Of)erator 


3A 


V 


18 


F-eed Mill Mjr»aqer 


1 A 


VIII . 


7 


Mtiiling List Compiler 


2A 


Ml 


1 


Fet^d Store Of)erator 


3A 


ill 


14 

* 


Manufacturers' 








Female Ri.dfO or Tele 






R epresen tat ive 


1 A 


VII 


8 


vision Commentator 


5 


1 


10 


Market Research 








F ilni Rental Clerk 


3A 


VI 


19 


Analyst ' 


1 A 


VI 


1 1 


Fire lns()ecTor 


3A 




9 


Market Research 








Fif't: Investigator 


3A 


rv 


6 


1 nterviewer 


4 


li 


19 


Floral Designer 


5 


VI 


1 / 


Meter Reader 


3A 


VIII 


1 7 


Florist 


1 A 


VIII 


' 9 


. Motl*l Manager 


4 


IV 


. 4 


Food Checker 


2A 


IV 


2 


Moving Van Driver 


2A 


VII 


12 


Food Demonstrator 


2A 


VI 


6 


Music Store Clerk 


5 


1 


6 


Freight Disuatcher 


^A 


VIII 


13 


Music Store Owner 


5 


VI! 


1 7 


Freight Solicitor 


1 A 


VIII 


8 


Newcomer Greeter 


2A 


IV 


. 6 


Fund Raising 


' 2a 






Newspaper Circulation 








Director 


VIII 


7 


Su|)ervisor ^ , 


4 


IV 


7 


Furniture Store 








Newspaper ColumrVist 






17 


Operator 


5 


V 


f> 


(Newspaper), Telephone 








Gift Shop Manager ' 


4 


VI 


9 


Ad Xaker 


5 


Vl'll 


b 


Golf Course . 








Paf)er Tester 


4 . 5 


VI 


14 


Superintendent 


4 


V 


17 


Paw^nbroker 


4 


VI 


13 


Hardware Store 








Personal Shof)per ^ 


5 


111 


18 


Mtjnager , 


1 A 


IV 


5 


Petroleum Salesman 


3A 


Vill 


18 


Head Waiter 




111 


7 


Private Clul) Manager 


4 


VIII 


13 


Hobby Shop Manager 


f3 


III 


20 


Proofreader 


1 A 


V " 




Hotel Housekeeper 


4 


• 1 


3 


Public Relations 








Hotel Manaqt.T 


4 


VII 


1 7 


^•Account Executiv(^ 


2A 


V* 


4 


Hotel P'jrcfi<isinq 








Public Relations 








Agent 


3A 


Vlt 


11 


Director 


1A 


V 


19 


Hotel Room Clerk . 


1 A 


1 


6 


Public Relations 








House Mover 


4 


VIII 


8 


Writer 


5 ^ 


V 


3 


1 ilustrjtor , Fasfiior^ 


4 


j 


20 


Purch'HSing Agent 


lA^ 


, VII 


3 


Illustrator, Maga/me 


5 




1 


Purctaasing Agent, 








tn;oorter. 


3A 


V 


14 


Hotel 


3A 


Vlt 


1 1 


Industrial Traffic 








Purser, Ship's 


3A 


VII 


9 


Mfinager 


1A 


IV 


3 ' 


Radio Arwiouncer 


lA 




9 


Information Desk Clerk 


2A 


1 


9 


Radio or Television 








(nsir-Mic<? Agent. Life 


1A 


VI 11 


4 


Cofprnentator^ Female 


5 


1 


10 
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FINNEY- COMPANY- 

Occupational Guidance Booklets 
(continued) 



Occufjat jon<ii Title 


Unit 


Vol, 


No. 


Occupational Tale 


Unit 


Vol. 


No. 


R.:dto and T^jIOviskm! 








Ski Resort Operator 


5 


V 


20 


Continuity 'Ducctos 


5 


II 


19 


Small Loan * 


- 














Company Manager 


4 


' III 


16 


Nf'ws Df/ector 


2A 


VII 


17 


Sporting Goods 








R*ujiu or T^jlevision 








Manager 


3A 


y 


1 


. FVo(jfjm Director 


1A 


VMI 


6 • 


Stewardess (Airline) 


PA 




3 


R,iilr()ti(i Cof uJi.c;Ior 


1 A 


Vll 


' 4 


StO'jk Clerk 


1A 


1 


19 


R.>iiro<i(i jfTiliistridl 








StockYransfer C'srk 


2A 


V 


8 




2A 


VII 




Supermarket 








R.iflro.ui SUitiriH 








MdMjger 


4 ^ 


hVIII 


17 


A(jent 


2A 


til 


10 


T jxtiiji, 








R ul e Clerk 


1 A 


II, 


11 


Dispatcher 


3A 


III 


2 


R>\il Fst jte Ajjpr jiser 


3A- 


III' 


17 


Taxicab Driver 


3A- 


- VI 


6 


Rejl Esttit(.' Closer 


2A 


III 




Technical x 








F^ejj Estiite M,i:-:/qor 


1A 


VI 


18 


1 llustrator 


lA. 


iir 


4 


Reol Es^Jte Scj':»^snidn 


2A 


i 1 


6 . 


Technical Writer 


lA 


1 


2 


R.tn:? ejt ior]jl Seu v. K:es 








Telephone Service 








Director • 


.lA 


V IV 


1 


Representative » 


5 


VIM 


•13 


Reporter. Bi/siness 


4 


VI 


19 


Theater Manager 


3A 




13 


Report(.'r, Newspjper 


4 


III 


4 


Theatrical Agent 


3A 


VI 


9 


Res<.jrt 0(}er,itor 


b 


III 


10 


Tourjst Gmjde 


3A 


III 


3 


Rt.'slHurarvt Manager 


2A 


II 


9 


Traffic Manager, % 








Sijli'rS Mdriticjer, vVhojesaie 


4 


VI il 


4 


Industrial 


1A 


IV 


3 


Solosman, Autonubile 


4 


1 


19 


Train Dispatcher 


. 2A 


Vll 


11 


Salesman, Farm 




• 




- Travel Agent 


2A 


1 


5 


Equipment 


3A 


V 


17 


^ Underwriter, ^ 








Salesman. PetroleurTi 


3A 


vii: 


18. 


C'*sualty 


2A 


II 


11 


Salesman. Rtidio fu 








Vending Route 








TV Time. ^ 


3A 


1 


18 • 


Operator 


4 




8 


Salesmar:. Real Estate 


2A 


11 


6 


Waitress 


?^ 


IV 


16 


Salesman.* Retail 


1A 


VIII 


5 


Warehouse 






Salesman. Specialty 


1A 


. Vll 


11 


Supervisor 


2A 


JV 


7 


Salesman. Surgical 








Wholesale Sales 








Supp.y 


2A 


V 


18 


Manager 


4 


V.;: 


4 


Salesman. Wholesijie* 


1A 


IV 


7 


Whofesale Salesman 


1A • 


IV 


7 


Saleswoman, Fashion^ 


1A 


Vll 


10 


Window Decorator 


1A 


VI 


17 


Service Slatiorj 








Women's Apparel Stiop 








Operator 


1A 


ill 


19 


Manager and Buyer 
^ — 


1A 


VII' 


2 



^ — ^ \ ^\ 
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1 



MjtiuuJ Number 
1 

2 
3 

4 ■ 
5 
6. 
7 

8 . - 
9 

* . 10 ' 
11. ■ 
12 

• 14 

15 
16 

■ .17 



GREGG/McGRAW HILL PUBLISHING COMPANY* 
Occupational Manuals and Projetts in Marketing 

Fur Ti'dc/wrs:. Reference Only ' " 

• Occupational Manual Project Title 
Marketing. Research 
Product Pitinning 
Buyincj Jnd Pricing 
Physicd! Distrjl)unon ' , . 
BdSic Scik'smanship 
Creative Selling 
Advertising " > * 
Displdy jr>d Prfwoiion 
* Customer Services 



Wholesaling 

Communications in Marketing 

Mathematics in Marketing ^ 

Psychorogy and Human ReUitions in Marketing 

Tf;^. Economics of Marketing 

Organization for Marketing 

Data Processing in Marketing 

Careers in Marketing 



•GREGG/McGRAW HILL PUBLISHING COMPANY 
WcJrld Hoadr|ijdrt<?r^ 
330 West 4?nd Slre»»t 
New Yofk. Now York 1003G 

iof contact the regional office serving your area) 



309 



EKLC 



209 



GUIDAMCE CENTRE* 
Career Pubhcation 



Advertising Copywriter 
Sank Manager 
Clothes Designer 
Hotel Clerk 



Manager or Executit^e — 
Merchandise Buyer 
Purchasing Agent 
Salewian 



'GUIDANCE CENTRE 
371 Bloor f tree* West 
Toronto 5. OnT.ii jo 



. THE INSTITUTE FOR RESEARCH' 

Title of Publication 
Career Opportuniiies in Advertising for Men and Women 
Careers in Credit Dep^jrlmenis- Retail. Banks, Finance, Business 
Careers in Food Products Distribution 

Grocery Store Operation and Supermarket Management-Careers' 

Retail Selling as a Career 

Career as a Merchandise Buyer in Retailing 

Merchandising as a Carter 

Careers in Hardware Retailing 

^Gdreers in Furniture Stores and Furniture Store Management 
Modern Salesmanship as a Career 
Life Insurance as a Career 
Real Estate*and Insurance Business as a Career 
Real Estate and Building Manageruent as a Career 
Real Estate and Insurance Business as a Career 
Careers in Wholesale Merchandising and Distributioh ^ 



•THE INSTITUTE FOR fJESEARCH 
537 S. Deartxjrn Street 
Chicago, Illinois 60605 
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KING FEATURES SYNDICATE 
^ Career Comic Books 

P6peye and Mai^eting and Distribution Careers 
Popeye and Transportation Careers 
Popeye and Communications and Media 
Popeye and HospitaliVy and Recreation 



Popeye and Manufacturing 
Popeye afid Public Services 
EeiJey&^SQfl Personal Services 
^-PcT5ey<j and Business and Office 



•KING FEATURES SYNDICATE 
•235 East 45th Street 
New York: New York lOOlZ 



PROJECT LOOM UNITS^ 
Careers in Marketing 



Air Traffic Cc ^.roller 
Airline Stewardess 
Apartment Manager 
Bank Teller 
Cashier 

vOepartmeht Store Buyer 
Fashion Buyer 
Fast Food Service Worker 
Florist 

Food Store Worker 

Gift Shop' Owner 'A'lanager 

Guide 

Jeweler 



Newspaper Advertising Worker 

Pet Shop Manager 

Radio Announcer 

Restaurant Manager 

Retail Fish Market Manager 

Salesperson 

Service Station Operator 
Sign Painter 
Stock Clerk 
Taxicab Driver 
Truck Driver 
TV Announcer 

ly Cameraman News Reporter 



•PROJECT LOOV, UN^TS 
"Learner-Oriented Occupational Materials 
The Florica State Ur.iversJtv 
415 N. Wooroe St.. Room 510 
TaHahassee, Ftc; ida 32301 
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SCIENCE RESEARCH ASSOCIATES* 

Occupational Briefs 
(Grades 9-12) 





Tiiie 


fSlumbet 


TiiU? ■ 




ActO' s wjfui Actf csS'-'^s 


240 


' ■ ^ V 

G^'TH'tol MtTchoPdise Sjltso'nks 




Actuo! It's 


13^ 


HoTo! and Mott'l VVoiktM^s 


371 


Advert rjiuj Acccu'^T Hxt cuT:xt^^ 


313 


H(^,tei Managers 


3ol 


A^.^\,•c^ t isux; Corv^Nf 'If'* > 


237 


Hguso- to House Salespeopk' 


o3 


A<.lvt"'t iSit\i VVC'f kors 


163 


ItTiport & Export VVofkciS 


120 


A .f li'^e StO'.vjfdesses 


233 


Idsu; ance Adjustoi s 


?9S 


Ai' !in-j Tr jtf k: AqerTs >bv Clfkv 


ns 


Ins-LJi dnce AgtMits 


1 1 1 


AjU mob i;^ Sjles^n"^ 


s 


init'fior DeS'fifH'rs & Oocc'ators 






93 


Managers, Tbojtor 


] ] 




99 


MarKigOTs. Traffic 


3W 


B-isbcvs 


1 14 


r^ij'iufoCtufers' & Whoiesaicts' Salesmen 


284 




210 


Mctkt^t Rcsea^cr^ VVotkpjs 


3S3 




1G7 




332 




257 


Motion Pictutt' Producers S Direnois 


352 




■< 34 


P'?TSonnt'l Workets 


91 




97 


P;jrc*nas!ng Agents 




G't"i«I Wl ^k-rs 


2S0 


Ri:diO & Television Annourrets 




L.'»\j)', 1. r .• ; w , 




RatiiO & TeleviS'Ofi Ttn^»^ S^Mfsn-fCn 








Real Estate Agt fits 


39 f 




364 


Real Estate Appra scrs' 








Rtstairan! ^'aru•tc^•:s 






.319 


Rrtai! Clothing S^i if spec pie 


375 






So'vsrr^z-n . St-cuMties 


57 




372 


5-^^'-.ce Rep^eseniaiives ^'of Ut lit-e"^ 


325 




60 


S-'r\ c:e SiatiO'T* Workers 






354 


StiKk Clerks 






100 


T'^».'e! AGe-^cy IVo-^kors 






267 


VVaiTer s and vVa tf esses 


353 




^ 10 


Viaretiouse VVorkers 



Job rdmily Series 

Job? !r. Art Publishing 

C-e'-iCc:'' V.ork , Sellinq 

Ourdoc ^A'DrK ^ Unusual Opoorturrties 

Perfo HQ Arts 



Jo^-^ Experience Kizs 
Marac-jr . Sc'esrr^i-n Truck Driver 

< 

•3o EfiCE RESEA-CH ASSGC'ATES SPA, 
35? East E'!- S:--: 
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SCIENCE RESEARCH ASSOCIATES* 

Widening Occupational Roles Work Briefs 
(Grades 6-9) 



n'l 










Avi.'i .r--'N )';•.;.. J'). . ■ 


Kb 


Gill SfK'f) Ouiu fs W/uigt.: 




A\! , ■ * oi -'.k; At'i:*";j!!! t xrcu* 


lb? 




I) 


A;1 t --iq CvJT'v t-. •,!.■' ^ 


153 


Mote! .in(i Mo:,M Workers 






1G5- 


. 1 juuisti ;al Rr!at'0/><; VVo' k." s 




A:! i.nr Ot^JVtcr'iM ^ 


170 


iMSur jtict^ Ail;i;slt'rs 




A:! !'!;•' !\*t•v^J'C^'^i^.•> 


171 




:^ 


A-i !■'!,.• T vO--t A(;t n'N 


172 


Insurjmv Clt'fks 




An:t;-..,-ctTS >^^^».1'0 jMi^ Tt"r v!>,-^ ^ 


188 






Auj'T--<':n B.ii-vis/K; WiM.^civs 
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VOCATIONAL GUIDANCE MANUALS* 



Title of Pubficatic 

Opportunities in Advertising Careers ., 
Opportunities in the Hotel and Motel Industry 
Opportunities in Sales Careers 
Opportunities in Life Insurance Selling 



•VOCATIONAL GUIDANCE MANUALS 
235 East 45ih Street 
New York, New York 10017 



WEBSTER-McGRAW HILL^ 



: Job For ^le Book Series 
Joe ihe Retail Salesman 
Judy the Waitress 
\ed the Taxicab Driver 
\ic^ tne Waiter 

Pete the Service Station Attendant 



"'.'vEBSTER VcGR-^V\ -H3 
■i::3r:a. Ge:rQ j 30312 
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U.S. DEPARTMENT OF LABOR" 

Employ mcnt Outlook tor Advertising, M.irketing Research, and Public Relations Workers 
Emp!oyn)erd Outlook for Automobile Service and Sales Occupations 
Emplovn)ent Outlook for Hotel Occupations 
Employment Outlook for Insurance Occupations 

Erpployfnefn Outlook for Purchasing Agents and Industrial Traffic Managers 
Empfoyment Outlook for Real Estate Agents & Brokers 
Emi-^lovnient Oi/tlook for Restaurafn Occupations 

Ennyloyn^ef^: Outlook for Salesmen and Salesivomen in ReLailing^-Wholesal/r}g, and Manufacturing 
Emn/oyn-ent Outlook for Securities Salesmen 
• E.n.plownc'K 0(^:loo\ fo.' S-lesmen m Wholesale Trade 

*oS depart\'':e\t or- laeo^^ 

'>o:on. DC. 
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GAMES RECOMMENDED 



Cofvnier-cuil G.^mcs 

Billionjire 

Boss ^ 

Dealers' Choice 
Dig 

\<asterpiece 

Monopoly 

Probe 

Qinbic 

Toiifing 

Concentration 
EoSy Money 
Happiness 
HoUywood Square 
Jeopardv 
Passwora 

Who. What. VV^ere 

'Lotterv 
RSVP 

Scrabbie 



Publisher's Njme 
P<irker Brothers 



Viiton Bradley 



St3ichow & Rfghier 



H'q- 3!il 
\'en:L»re 



3-^*^ Ccmpany 



Shcar-ing C»-i'^-Ter 
Voney C^^c 
Ad L<D 



Avalon Hili Company 
Creative Playthings 
Schaper 
Lowe ' 
Vk h^trnan 



*G.-:">:S KStec, a-^e recorrrr>endec by ciassroom teachers v%'-o have useci iher^-^. with their 

P-eA'ocat'Or.a: Distributive Education students i-^ the m.^ddie crades 5-9. 
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NAMES AND ADDRESSES OF SOURCES 



A. I. M.S. Instructional Medsa Services. Inc. 
P. 0. Box 1010 
Hollvwood. California 90028 

American Advertising Frderation 
1225 Connecticut Avenue, N.VV. 
Washington, D C. 20036 

American Association of Advertising Agencies 

200 Park Avenue 

New York. New York 10017 

American Bankers Association 
Bankmg Education Committee 
90 Park Avenue 
New York, New York 10016 

The American Economic Founda\^on 

51 East 42nd Streetv 

Mew York. New Yori^ 10017 

American Express Company 
65 Broadway 

New York, New York 10006 

American Heritage Center 
Harrlmg College 
Searcy, Arkaniias 72143 

American Hotel and Motel Association 

888 Seventh Avenue 

New York. New York 10019 

American Management Association, 'Inc. 
Film Department 
135 West SOth Street 
^New York. New York 10020 

Anr^erican Petroleum Institute 

1271 Avenue of the Anrercas ^ 

New, York. New York 10020 

American Transit Association 
815 Connecticut Awnue, N.W. 
Washington, D. C. 20006 

American Vocational Association 
1510 H. St.; NAV. 
IVasr^.ington, D. C. 20C05 



Associated Business Publications 

205 East 42nd Street 

New York, New Vork 10003 

Association of American Ratiroads 
830 Transportatioi^. Building 
Washmgton, D. C. 20006 

Association Instructional -Materials 

600 Madison Avenue 

Nevv York. New York 10022 

Association Sterling Films 

866 Third Avenue 

New York, Ntjw York 1Q022 

Bowmar. Inc. 
622 Rodier Drive 
Glendale, California 91201 

The Bureau of National Affairs. Inc 

BNA Films 

5615 Fishers Lane 

Rockville, tVlaryland 20852 

Business Book Company 
159 Emerald Green Court 
St. Louis. Missouri 63141 

Business Education Films 
5113 :6th Avenue 
Brooklyn, New York 11204 

Career World, Inc. 
Curriculum Innovations. Inc, 
501 Lake Forest Avenue 
Highwood, Illinois 60040 

Careers Pubiicatfons, Inc. 
Largo. Florida 33540 

Carouse? Films. Inc. 
1501 Broadway Avenue 
^^ew .York. New York 10036 

Chamber of Commerce 
Audjo-Visual Services Department 
•1615 H. Street, NAV. 
Washin^gton. D. 20006 
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Chartes Cahill and Associates. Inc, 
P. 0. Box 1010 
Hollywooti, California 90028 

Chronicle Guidance Publications, Inc. 
Moravia, New York 13118 

Classroom Film Distributors. Inc. 
5620 Hollywood Bouelvard 
Hollywood, California 90028 

Classroom Productions, inc. 
851 College Parkway at VcGregor Bbulevjrd 
Ft. Myers, Flonda 33901 

Ciose Productions 
P, 0. Box 2358 
163 San Carlos Bouiev jrd 
Fort \H'ers Beach. Florida 33931 

Colonial Films, Inc. 
752 Spring Street. NAV. 
Atlanta, Georgia 30308 

Consumer Union r;',m Ltbr:;rv 
257 West 25th Street 
\ew Yc^k. New York 10001 

Co'cnet instructional Films 
Co'onet B'j'^ding 
65 East South-Water Street 
Cnicago. iMir'Ois 60640 

Edjcationai D'me.'^.Sions Cm)0'?-:;On 
?. 0. Box 488 

G-^eat Netk, New York 1 1022 

Edjcat^onal Productions 
S32S Willow Way 
=^3vt^;vn. ^.^lissouri 64133 

Encyclopaedia BritanriMj F^h^s. inc. 
1500 \\\-rrtene Aven^je 
Wi^mette. lliincis 60091 

Eye Gate ^"oubi^, inc. 
146-0*^ Archer Aver^^ 
Jamaica, \ew York ^'^35 

fa:^cr\Vd Publications 
7 East 12th- Street 
\e.v Ycrk, \e\v Yo"< lOOCO 



Farm Film Foundation 
1425 H. Street, N.W, 
Washmgton, D. C. 20005 * 

Federal Reserve Bank 
See your nearest Federal. Reserve Bank 

Fflm Associates of California 
11559 Santa Monica Boulevard 
Los Angeles, Cal'torma 90025 

Filmstrip Ho;.)5e, inc, 
432 Park Avenue South 
Mew York, New York 10C16 

Finney Comoany 
. 3350 Gorham Avenue 

^1^nneapolis. Mmnesota 55426 

Fortune Films 
Time and Life Building 
Mew York, Mew York 10020 

Genera! Motors Corporation 
Public Relat'ons Staff 
Ftirn Library 
General Motors Building 
Def^ott, ^''ichfgan 48202 

Guidance Associates 
P. 0. Box 5 
23 Washington Avenue 
Pleasantville, Mew \ork 10570 

imperial Films, Inc 
332 South \^ichigan Avenue 
Ch:c3G0. Iliinois 60604 

In^oerial Productions, Inc. 
247 West Court 
Kankakee, Illinois 60901 

ir^d'\ar\a Unrversir^ 
Audio-Visual Cemer^ 
BlDomtngton, Indiana 47407 

^ Industrial \:anacement Sociery 

C O ?/odern Ta?kirrg Picture Service 
160 East Grand Avenue 
Chicago, jilino:s 6061 1 
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Insurance Information Institute 

T10 Williams Street 

New York, Mew York 10038 

Instruction^tl Systems Associates 
P..D. Box 1379 
.Wichita, Kanscis 67201 

International Film Bureau 
332 South Michigan Avenue 
Chicago, i!lino!s 60604 

International Paper Company 

220 East 42nci Street 

New York, New York 10017 • • ' 

Investrr^ent Bankers Association orAmerica 
Education Deoartfuent 
425 Thirteenth Street, N.W. 
Washington. D. C 20004 

investment Company Institute 
61 Broadway 

New York. Mew York 10006 

J. C. Penney Cor^pany. Inc. 
Educational Relations Depaament 
1301 Avenue of the Americas 
\ew York, New York 10019 

Joint Council on Economic Education 
1212 Avenue of the Americas 
New York, New York 1003B - 

V'cGraw Hiil Sook Conrrpany 
Text-Film Div^sfon 
327 West 41st Street 
New York, New York 10036 

Merchandiser Filn^ Productions 
^19 Park Avenue South 
New York," New York 10016 

National Association of ^''anuf3Ctu^e^5 

Fi^m Bureau 

277 Park Avenue 

Ke\\ YinK New York 1<X)17 

Na^tio-^al Association of RetaH Grocers 
360 North Michigan Aventje 
Chicago, iliincis e>D601 
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National Association of Wholesaier-Distributo 
1725 K Street, N.W. 
. Washington, D. C. 20006 

National Consumer Finance Association 
701 Solar Building 
Washington, D. C. 20036 

National Restaurant Association 
1530 North Lake Drive . 
Chicago, Illinois 60610 

National Retail Merchants Association 

Personnel Division 

100. West 31st Strett 

New York, New York 10001 

National Security Traders Association 

0. T. C. Information Bureau 

342 Madison Avenue 

New York. New York 10017 

New York Lffe Insurance Company 

51 Madison Avenue 

New York, New York 10010 

Ohio Distributive Education Materials Lab 
Ohio State University 
1SS5 Neil Avenue 
Cobrrbus, Ohio 43210 

Pathescope F5lms, Inc. 

71 Weyman Avenue 

New Rouheile, New York 10302 

Reynolds Metals Company 
P. 0. Box 27003 
Richmond, Virginia 23215 

Roundtable Films, Inc. 
321 South Beverly Drive 
Beverly Hills, California 90212 

Science Research Associates, inc. 
Industrial and Special Education Division 
259 East Erie Street 
Chicago, Illinois 6061 1 

Sears Roebuck and Company 
Public Relations Department 
Chicago. fHrnois 60611 
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Society for Visual Education, Inc. 
1345 Diver sev Parkway 
Chicago, Illinois 60G14 

South-Western Publishing Company 
5101 Madison Road 
Cincinnati, Ohio 45227 

lor contact the regional office 
serving your area)-' 

Stanton Films 

7934 Santa Monica Boulevard 
Los Angeles, California 90046 

Sierling-Movies, Inc. 
43 West 61st Street 
New York, New York 10023 

Storyboard, Inc. 

t65 East 72nd Street 

New York,. New York 10021 

United States Bureau of the Census 
Department Oi Commerce 
Uoshington, D, C. 20233 

Untted States Department of AgricultLre 
Office of Information 
Rcidjo ^nd Television Services 
Washington. D. C. 20250 

United States Department of CommejC'? 
Wasriincton, C. 20402 

Upfted Wor^d Free Fi'm Serx'ice 
5023 N. E. Sandy Boulevard 
Portland, O-egon 97213 

Universirv of Cclifornia 
, Extens-op Media Center 
'2223 Fuiton Street 

3erke!ev. Caiifo'-nia 94720 

Ur.ive'^sitv of Idaho 
AuGLo V'jR:a( Center 
Moscow. Idaho S3S43 



University of Michigan 

Television Center 

310 Maynard Street 

Ann Arbor, Alichigan 48108 

University of Minnesota 
Audio-Visual Education Service 
29 Wesbrook Hall 
Minneapolis, Minnesota 55455 

University of Southern California 
School of Performing Arts 
Film Distribution Center 
University Park 
Los Angeles. California 30007 

University of Texas at Austin 
Instructional Material^: Services 
Division of Extension 
Austin, Texas 78712 

University of Washington 
Audio-Visual Services 
Room 1 14, Lewis Hall 
Seattle, Washington 98107 

Visual Education, Inc. 
1425 H. Street. N.W. 
Washington. D. C. 20005 

3 M Company 

Visual Products Division 

2501 Hudson Road 

St. Paul. Minnesota 55119 

Washington State University 
Audio-X'^isual Center 
Pullman, Washington 99163 

Webster/McGravj-HiII Publishing Company 

World Headquarters 

330 West 42nd Street 

New York. New York 10036 
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